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about  me.  I  heard  everythiui’ 
irlnm  I  ran  for  p^overnor. 
hut  it  is  painful  to  me  to 
hurt  those  employees." 


Gayton  Williams  Jr . 
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IN  MIDLAND, WHEN 
OIL  PRICES  DROPPED, 
SO  DID  THE  HOPES 
OE  HUNDREDS  OE 
LAID-OEE  WORKERS. 

j  ^  The  news  that  oil  prices  were  declining  probably  didn’t  cause  much  of  a  stir 

JOURNAUSM  •  n  ■  .JT  U  L. 

J  cities.  But  in  Midland.  Texas,  where  thousands  of  people  depend  on  the 

oil  industry  for  their  livelihoods,  this  was  a  crisis. 

The  Midland  Reporter-Telegram  understood  that  this  story’s  importance 
couldn’t  be  measured  in  dollars  per  barrel.  This  was  a  story  about  people  having 
NEWSPAPERS  I  J.Q  Q^gj.  jj.  ^35  about  3  Community  pulling  together  to  help  support  those 
who  no  longer  had  jobs.  It  was  about  families  having  to  consider  moving  out 
of  their  homes  in  the  Midland  area  to  find  new  positions  elsewhere. 

In  the  moving  two-part  series,  “Putting  A  Face  On  The  Oil  Crisis,”  photo¬ 
graphs  and  stories  told  the  human  side  of  plummeting  oil  prices.  Interviews 
showed  the  anguish  of  employers  who  hated  to  let  good  people  go  and  the 
anxiety  of  those  who  have  kept  their  jobs,  but  don’t  know  for  how  long.  The 
Reporter-Telegram  brought  an  understanding  of  the  underlying  business  issues 
as  well  as  the  complex  emotional  issues  resulting  from  widespread  layoffs  . . . 
one  more  way  Hearst  Newspapers  enrich  readers’  lives  every  day. 
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25- 29  Association  of  Free  Community  Papers 

Annual  Convention,  Ritz  Carlton 
Pentagon  City,  Arlington,  Va. 

26- 28  Catholic  Press  Association  Convention, 

Westin  Hotel,  Chicago,  III. 

27- 29  Association  of  Alternative  Newsweeklies 

Annual  Convention,  Peabody  Hotel, 
Memphis,  Tenn. 


inland  Press  Association  Online  Manage¬ 
ment  Conference,  Swissotel,  Chicago,  III. 
Investigative  Reporters  and  Editors  Annual 
Conference,  Marriott,  Kan.sas  City,  Mo. 


27  28  29  30  Agencies  Financial  Conference.  Grand 

Hyatt  Union  Square,  San  Francisco,  Calif 
13-15  Newspaper  Association  of  America  Classified  Conference,  Hotel 
Vancouver,  Vancouver,  British  Columbia. 

13-15  Newspaper  Association  of  America  Research  Conference,  Hyatt 
Regency  Vancouver,  Vancouver,  British  Columbia. 

13- 16  52nd  World  Newspaper  Congress,  Sixth  World  Editors  Forum, 

Info  Services  Expo  '99,  Zurich,  Switzerland. 

14- 17  NEXPO  '99,  Newspaper  As.sociation  of  America,  Las  Vegas 

Convention  Center,  Las  Vegas,  Nev. 

16- 19  Association  of  American  Editorial  Cartoonists  Annual 

Convention.  Marriott  Hotel,  Chattanooga.  Tenn. 

17- 20  National  Society  of  Newspaper  Columnists  Annual  Convention, 

Galt  Hou.se  Hotel.  Louisville.  Ky. 

30-3  NPPA  '99  Annual  Convention,  National  Press  Photographers 
Association.  Adams  Mark  Hotel,  Denver,  Colo. 

Unity  '99  Convention,  Seattle  Convention 
Center,  Seattle,  Wash. 

Midwest  Free  Community  Papers  Summer 
Meeting.  Radisson  Hotel,  Davenport.  Iowa. 
Connections  '99,  Newspaper  Association 
of  America,  Chicago  Hilton.  Chicago,  III. 
16-18  Religion  Newswriters  Association.  Omni  Rosen,  Orlando,  Fla. 
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JULY 

7-11 

S  M  T  W  T  F  S 

12  3 

9-10 

4  5  6  7  8  9  10 

11  12  13  14  15  16  17 

18  19  20  21  22  23  24 

15-18 

25  26  27  28  29  30  31 

AUGUST 


S  M 

T  W  T  F 

S 

1  2 

3  4  5  6 

7 

8  9 

10  11  12  13  14 

15  16 

17  18  19  20  21 

22  23  24  25  26  27  28 

4-7  A.s.sociation  for  Education  in  Journalism 
and  Mass  Communications  Conference. 
Sheraton.  New  Orleans,  La. 

9-10  Visual  Edge,  National  Press  Photographers 
Association.  Bay  Front  Hilton, 
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HOT  TYPE 


Minny  angry 
about  cartoon 

In  another  example  of  an  editorial  car¬ 
toon  provoking  a  fury  because  it  uses 
racial  images,  a  St.  Paul  Pioneer  Press 
drawing  by  Kirk  Anderson  satirizing 
alleged  academic  cheating  in  the  Univer¬ 
sity  of  Minnesota  basketball  program 
sparked  sharply  divided  reactions  among 
readers  and  in  the  newsroom.  Top  univer¬ 
sity  officials,  however,  did  not  have  a 
divided  opinion:  They  were  furious. 

Over  the  label,  “The  Plantation,”  the 
cartoon  shows  three  African-Americans 
in  Minnesota  Gophers  uniforms  playing 
basketball  while  one  white  spectator  says 
to  another,  “Of  course,  we  don’t  let  them 
learn  to  read  or  write!”  The  drawing  fol¬ 
lowed  the  latest  allegation  in  the  ongoing 
scandal,  first  reported  by  the  Pioneer 
Press,  of  university  tutors  writing  term 
papers,  completing  homework,  and  tak¬ 
ing  tests  for  Gopher  basketball  players. 

“We  are  shocked  by  the  cartoon’s 
undisguised  racism,”  university  president 
Mark  Yudof  and  Board  of  Regents  chair¬ 
man  William  Hogan  III  wrote  in  a  column 
the  Pioneer  Press  published  May  23.  “To 
suggest  that  we  view  our  student  athletes 
as  slaves,  or  that  the  university  would  pre¬ 
fer  any  of  its  students  to  be  illiterate,  is 
unfair,  offensive,  and  contrary  to  easily 
verifiable  facts.” 

Editorial  page  editor  Ronald  D.  Clark, 
who  approved  the  cartoon,  says  it  makes 
a  fair  comment  on  a  sports  program  that 
has  the  lowest  athlete-graduation  level 
among  the  Big  Ten.  The  cartoon’s  intent 
was  exactly  the  opposite  of  racist,  he 
says,  acknowledging  that  not  all  readers 
—  or  newsroom  colleagues  —  agree. 

“I  have  just  heard  such  contradictory 
reactions  from  Afncan-American  friends 


and  people  I  know.  All 
the  way  from  some  who 
thought  it  was  just  appall¬ 
ing  to  a  lot  of  others  who 
thought  it  was  right  on 
target,”  Clark  says. 

The  idea  that  it  was 
racist  puzzled  him  at  first, 
he  says.  “It  may  be  relat¬ 
ed  to  the  fact  that  we  so 
rarely  portray  minorities 
in  editorial  cartoons  —  at 
least  in  this  part  of  the 
country  —  that  if  they  do 
see  themselves  in  car¬ 
toons,  they  may  think  it 
has  a  negative  connotation,”  Clark  says. 

Metro  columnist  Joe  Soucheray  blast¬ 
ed  his  own  paper  for  the  cartoon  —  and 
for  what  he  called  giving  “one  of  those 
nonapology  apologies  you  expect  from 
the  likes  of  Bill  Clinton.” 

“I  would  apologize  immediately  for 
the  simple  and  uncomplicated  reason  that 
the  thing  was  stupid  and  didn’t  make  any 
sense,”  Soucheray  wrote. 

—  Mark  Fitzgerald 

News  Ltd.,  Kodak 
retail  news  pics 

Photos  from  130  News  Ltd.  newspapers 
in  Australia  will  be  sold  to  the  public 
through  a  networked  nationwide  chain  of 
Kodak  Image  Magic  systems  at  photo¬ 
graphic  retailers.  The  result  of  an  agreement 
between  Eastman  Kodak  Co.  and  the  news¬ 
paper  group  controlled  by  Rupert  Murdoch, 
the  NewsPhoto  service  will  include  digital 
images  from  The  Australian  national  daily 
in  Sydney,  dailies  in  several  cities,  and 
regional  and  community  newspapers. 

“As  an  editor,  it  has  always  disappoint¬ 
ed  me  that  these  great  photos  have  disap¬ 
peared  into  our  archives,”  said  Peter 
Blunden,  Melbourne  Herald  Sun  editor, 
at  the  May  20  launch  of  the  service  dur¬ 
ing  a  trade  show  in  his  paper’s  home  city. 
“We  have  30  million  photos  archived,  and 
we  are  adding  a  million  a  year.” 

Buyers  can  peruse  images  on  screen 
before  ordering  a  print  from  a  photograph¬ 
ic-quality  digital  printer.  Beginning  this 
summer,  NewsRioto  will  roll  out  to  800 
stores  across  the  country.  News  Ltd.  deputy 
chief  executive  officer  Peter  Macourt  called 
it  “an  example  of  the  way  new  technology 
allows  us  to  build  new  revenue  streams  on 
the  back  of  our  existing  business.” 


Royko  voted  12th 
best  Chicagoan 

In  a  Chicago  Sun-Times  reader  poll  that 
attracted  5,582  ballots,  Mike  Royko  was 
voted  the  12th  greatest  Chicagoan  of  the 
20th  century,  besting  still-active  columnist 
Irv  “Kup”  Kupcinet  (25th)  and  a  writer 
who  actually  won  the  Nobel  Prize  for  lit¬ 
erature,  Ernest  Hemingway  (18th). 

Other  Chicagoans  with  newspaper 
connections  who  were  voted  among  the 
greatest  were  Chicago  Tribune  publisher 
Col.  James  R.  McCormick  (37th);  Chi¬ 
cago  Daily  Defender  founder  Robert 
Abbott  (69th);  Washington  Post  cartoon¬ 
ist  Bill  Mauldin  (71st);  theatre  critic 
Ruth  Page  (79th);  “Front  Page”  co¬ 
author  Ben  Hecht  (88th);  Chicago 
Tribune  movie  critic  Gene  Siskel  (107th 
on  a  write-in  vote);  and  sportswriter 
Ring  Lardner  (1 17th). 

With  1,170  votes,  Royko  was  slightly 
behind  suburban  Park  Ridge  native  Hillary 
Rodham  Clinton  and  slightly  ahead  of 
retired  Chicago  Bear  running  back  Walter 
Payton.  No.  1  in  the  vote  was  retired 
Chicago  Bull  guard  Michael  Jordan  with 
3,084  votes.  —  Mark  Fitzgerald 

Americans  want 
their  newspapers 

It  looks  like  Americans  are  more  satis¬ 
fied  with  what  they’re  getting  from  The 
New  York  Times,  The  Washington  Post, 
and  Long  Island,  N.Y.,  Newsday  than 
what  they’re  seeing  on  CNN,  ABC,  or 
MSNBC. 

The  latest  American  Customer  Satis¬ 
faction  Index  (ACSI),  which  rates  public 
approval  for  a  variety  of  services  ranging 
from  airlines  to  hospitals,  recently  gave 
newspapers  higher  marks  than  broadcast 
news  outlets. 

The  latest  ACSI  also  showed  that 
newspapers  were  gaining  in  satisfaction 
levels,  while  their  broadcast  counter¬ 
parts  continued  to  slip.  According  to  the 
most  recent  ratings,  newspaper  satisfac¬ 
tion  was  rated  69  on  the  index’s  0  to  100 
scale,  up  from  66  one  year  ago.  By  con¬ 
trast,  broadcast  news  slipped  from  a  65 
rating  in  1998  to  a  62  rating  this  year. 

The  ASCI  is  produced  through  a  com¬ 
bined  effort  of  the  University  of  Michi¬ 
gan’s  business  school,  the  American 
Society  for  Quality,  and  Arthur  Andersen. 

—  Joe  Strupp 
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NEWS 

Acrimony  in  Akron 

Beacon  Journal  staffers  face  threat  of  ‘deadly  force’ 


by  David  Noack 

A  lawyer  for  the  Akron, 

Ohio,  police  chief  and  his 
wife  asserts  that  they 
would  be  justified  in  using  “dead¬ 
ly  force”  against  reporters  for  the 
Akron  Beacon  Journal  who 
attempt  to  question  them  about 
allegations  of  domestic  abuse. 

in  a  three-page  letter,  dated 
May  24,  to  attorneys  for  the 
newspaper,  Ed  Gilbert,  who  is 
representing  police  chief  Edward 
D.  Irvine  and  his  wife  Geneva, 
accuses  reporters  of  “stalking” 
the  chief’s  wife  in  an  effort  to  get 
her  to  comment  on  allegations 
she  made  last  fall  that  her  hus¬ 
band  hit  her. 

“It  is  obvious  that  the  Beacon  Journal 
employees  are  there  to  cause  physical  and 
mental  injury.  Therefore,  as  U.S.  citizens, 
they  are  entitled  to  protect  themselves,” 
writes  Gilbert,  who  adds  that  if  the  paper 
pursues  contacting  the  couple,  “physical 
injury  is  imminent.” 

The  paper’s  lawyer,  Ronald  S.  Kopp, 
says  that  while  the  newspaper  is  not  bound 
by  the  request  to  stop  contacting  the  police 
chief’s  wife,  it  will  now  “need  to  consider 
seriously  the  risks  posed  by  your  threat.”  He 
also  says  if  any  force  is  used  against 
reporters,  he  would  consider  Gilbert  an 
accessory. 

Jane  Kirtley,  executive  director  of  the 
Reporters  Committee  for  Freedom  of  the 
Press  in  Arlington,  Va.,  is  outraged  by  the 
threat:  “1  submit  that  this  is  a  bullying  and 
intimidation  tactic,  pure  and  simple,  and  is 
motivated  by  the  desire  to  censor  the  press.” 

This  latest  salvo  comes  on  the  heels  of  an 
invasion-of-privacy  lawsuit  filed  against  the 
paper  by  Gilbert,  in  which  he  accused 
reporters  of  harassment. 

Newspaper  executives  deny  the  charge. 
They  say  they’ve  only  tried  to  contact  the 
chief’s  wife  six  times  since  late  last  year 
through  routine  reporting  procedures. 

Two  weeks  ago,  Gilbert  filed  the  invasion- 
of-privacy  suit  against  the  newspaper,  seeking 
unspecified  monetary  damages,  and  he 
attempted  to  get  a  judge  to  issue  a  restraining 
order  against  the  newspaper  to  keep  reporters 
away  from  Geneva  Irvine.  Gilbert  has 


dropped  his  bid  for  the  restraining  order,  and 
a  trial  is  scheduled  for  early  August  on  the 
lawsuit.  He  maintains  that  the  police  chief’s 
wife  does  not  have  to  speak  to  the  reporters 
and  that  she  is  not  a  public  person. 

The  ongoing  controversy  stems  from  the 
paper  running  an  eight-part  series  from  May 
2  to  May  9,  examining  how  the  police 
department  handled  an  investigation  into 
the  abuse  allegation.  During  an  internal 
police  investigation,  Geneva  Irvine  recanted 
her  abuse  allegation,  and  the  police  found 
no  wrongdoing. 

Editor  Janet  Leach  denies  that  the  paper 
has  harassed  the  police  chief’s  wife. 

“I  can  tell  you  for  certain  that  we  did  not 
harass  her.  We  took  normal  and,  I  would  say, 
not  even  extraordinary  measures  to  contact 
someone  who  was  a  major  part  of  the  story 
for  response,  reaction,  interview.  I  think  that 
that  is  not  only  our  right,  but  our  responsi¬ 
bility,  because  she’s  a  part  of  the  story  and 
had  every  right  to  respond,”  asserts  Leach. 

She  says  the  paper  first  tried  to  contact 
Geneva  Irvine  in  December,  after  the  story 
broke.  At  the  time,  however,  she  says  the 
paper  was  unaware  that  the  chief’s  wife  had 
left  town.  The  paper  also  tried  to  contact  her 
three  more  times  in  March  for  the  eight-part 
series  and  then  twice  just  a  few  weeks  ago 
when  a  reporter  and  photographer  flew  to 
Louisiana  to  see  if  they  could  talk  to  her  at 
a  relative’s  house  in  Lake  Charles. 

In  court  papers,  Gilbert  alleges  that 
Geneva  Irvine  was  forced  to  leave  the 


Akron  area  and  go  to  Louisiana  because  she 
was  being  harassed  by  the  newspaper. 

Managing  editor  Glenn  Guzzo  says 
opponents  of  the  paper  are  trying  to  make 
this  a  racial  issue. 

“They  are  .saying  that  if  the  forces  of  evil 
succeed  this  time,  it  will  be  40 
years  before  there  is  another 
African-American  police  chief.  So 
it’s  really  turned  into  something 
very  unfortunate.  Meanwhile, 
though,  1  think  the  paper  is  right  in 
proceeding  to  do  what  it  needs  to 
do  and  try  not  to  turn  any  attention 
to  that  kind  of  talk,  but  it’s  diffi¬ 
cult,”  says  Guzzo. 

At  a  rally  of  the  leadership  of  the 
city’s  African-American  communi¬ 
ty  a  week  ago,  speakers  criticized 
the  series  and  accused  the  paper  of 
having  a  hidden  agenda  in  trying  to 
force  the  chief’s  ouster.  A  Beacon 
Journal  reporter  and  photographer 
were  told  to  leave  the  gathering, 
which  was  held  in  a  church,  when 
some  members  wanted  to  have  a 
private  meeting  to  discuss  strategy. 

A  campaign  threatening  to  cancel  news¬ 
paper  subscriptions  has  also  been  started, 
with  30  form  letters  being  sent  to  John 
Dotson,  the  publisher,  expressing  concern 
over  the  stories. 

News  stocks  strong 

by  Lucia  Moses 

While  share  prices  took  a  beating 
during  a  recent  sell-off 
of  Internet  and  technology 
stocks,  publicly  traded  newspaper  com¬ 
panies  survived  the  tumble. 

When  the  sell-oflf  ended  May  25,  all 
but  a  couple  of  publicly  traded  news¬ 
paper  stocks  had  outperformed  the  mar¬ 
ket,  as  measured  by  the  Standard  & 
Poor  500  Index.  Gainers  included  the 
Gannett  Co.,  the  Washington  Post  Co., 
Hollinger  International  Inc.,  and  Lee 
Enterprises. 

The  S&P  lost  4.1%  of  its  value  during 
the  sell-off,  while  11  newspaper  stocks 
overall  slipped  just  1.1%,  according  to 
Credit  Suisse  First  Boston  research.  The 
high  performer  was  the  Washington  Post 
Co.,  up  2.1%,  while  the  Tribune  Co.,  at 
the  bottom,  shed  6.4%. 

Credit  Suisse  First  Boston’s  Steven 
Barlow  says  the  stocks’  resilience  reflects 
newspapers’  improved  prospects  for  rev- 
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Chronicle  of  a  sale  foretold 

CEO’s  heir  apparent  resigns  in  face  of  ‘uncertain  future 


by  Lucia  Moses 

The  Chronicle  Publishing  Co.’s  chief 
Financial  officer,  Alan  Nichols  Jr., 
resigned  amid  speculation  of  a  sale 
of  all  or  part  of  the  company,  which  pub¬ 
lishes  the  San  Francisco  Chronicle. 

Nichols  announced  his  departure  two 
weeks  after  Chronicle  Publishing  an¬ 
nounced  it  hired  an  investment  bank  to 
conduct  a  review,  fueling  speculation  of  a 
possible  sale  of  all  or  part  of  the  company. 
He  plans  to  head  Geocast,  a  startup  Silicon 
Valley  company  that  is  working  on  provid¬ 
ing  full-motion  video  on  the  Internet. 

Nichols,  39,  who  was  seen  as  the  suc¬ 
cessor  to  chief  executive  John  Sias,  72, 
says  he  had  looked  forward  to  leading  the 
company,  but  that  the  chance  to  work  in 
the  Internet  field,  plus  the  “uncertain 
future”  of  Chronicle  Publishing,  helped 
make  his  decision. 

Hired  in  1993,  Nichols  is  credited  with 
overseeing  the  launch  of  SFGate,  the 
online  service  of  the  Chronicle  and  its  joint 


amid  Net  sell-off 

enue  growth,  after  their  stock  prices  have 
underperformed  in  recent  months.  The 
outlook  for  national  advertising  is  better 
than  analysts  expected,  as  is  the  prospect 
for  classified  advertising,  which  general¬ 
ly  accounts  for  40%  of  newspaper  ad  rev¬ 
enue. 

“Part  of  it  is  [that]  consumer  cyclicals 
are  an  area  investors  would  like  to  be  in,” 
Barlow  says. 

Still,  many  analysts  haven’t  signifi¬ 
cantly  changed  their  outlook  for  newspa¬ 
per  earnings  this  year.  Analysts  polled  by 
First  Call  Corp.  predict  earnings  will  be 
up  1 1.1%  for  all  of  1999.  That’s  basical¬ 
ly  unchanged  from  early  April,  when  the 
consensus  estimate  was  10.6%.  The  esti¬ 
mate  is  based  on  a  publishing  index  of  12 
companies,  10  of  which  are  mainly 
newspaper  companies. 

Analysts  haven’t  been  trimming  their 
estimates  as  they  normally  would  be  at 
this  point  in  the  year,  says  Chuck  Hill, 
First  Call’s  research  director.  “They’re 
not  in  love  with  these  stocks,  either.” 


operating  agreement  (JOA)  partner,  the 
San  Francisco  Examiner,  and  leading  the 
company  out  of 
debt.  He  will  be 
succeeded  June  1 
by  Martin  A.  Jaffe.  currently  vice  president 
of  corporate  development  and  business 
affairs. 

“It’s  an  un.settling  environment  around 
here,”  says  Carl  Hall,  a  Chronicle  reporter 
and  president  of  the  New  California  Media 
Workers  Guild/Typographical  Union, 
which  represents  editorial  and  clerical 
workers  at  both  papers.  “When  you  lose 
the  heir-apparent  CEO,  it  doesn’t  exactly 
calm  the  waters.” 

Larry  Hatfield,  vice  president  of  the 
guild,  .says,  “I  did  talk  to  a  couple  of  peo¬ 
ple  at  the  Chronicle,  and  they  saw  it  as  an 
unsettling  move.  If  he  Jumps  ship,  it  prob¬ 
ably  underscores”  the  likelihood  of  a  sale. 

The  hiring  of  the  investment  banking 
firm  Donaldson,  Lufkin  &  Jenrette  is 
widely  viewed  as  the  first  step  toward 
selling  the  Chronicle.  Many  observers 
believe  the  most  likely  buyer  would  be 
the  Hearst  Corp.,  which  owns  the  E.xam- 
iner  and  has  first  crack  at  buying  the 
Chronicle  under  the  JOA. 

The  papers  maintain  separate  news¬ 
rooms,  but  share  business  operations  and 
profits  under  the  government-sanctioned 
JOA,  which  expires  in  2005. 

Chronicle  Publishing  is  owned  by 
descendants  of  the  134-year-old  paper’s 
founders.  Over  the  years,  the  owners  have 
brought  in  financial  advisers,  which  has 
led  to  the  hiring  of  outside  managers  to 
run  the  company. 

Nichols  says  while  Chronicle  Publishing 
has  a  valuable  asset  in  owning  a  newspaper, 
television  station,  and  Internet  site  in  a  sin¬ 
gle  market,  he  can  see  why  shareholders 
might  consider  a  sale,  as  he  says  they  are 
clearly  doing.  “I  understand  the  other  side, 
which  is  maximizing  the  investment 
they’ve  got,”  he  says,  noting  the  high  prices 
paid  for  media  companies  today. 

Analysts  say  there  would  be  a  lot  of 
interest  in  the  Chronicle,  as  well  as  the 
parent  company’s  NBC  affiliate  KRON- 
TV  in  San  Francisco,  the  fifth-largest 
media  market  in  the  United  States. 

Chronicle  Publishing  also  owns  two 
other  newspapers.  The  (Bloomington,  Ill.) 
Pantograph  and  the  Worcester,  Mass. 


Telegram  &  Gazette',  two  other  television 
stations;  two  publishing  houses;  a  cable 
news  channel;  and  SFGate.  It  employs 
about  3.200  people  in  all. 

Employees  at  the  papers  and  observers 
worry  that  if  Hearst  buys  the  Chronicle,  it 
will  merge  the  papers,  causing  layoffs  and 
diminishing  competition.  Nichols  offers  a 
different  view,  saying 
there  would  still  be 
plenty  of  media  out¬ 
lets,  both  electronic  and  newspaper,  in  the 
San  Francisco  market.  “I  don’t  think  going 
to  one  paper  is  bad  for  competition.” 

Now  would  be  a  good  time  to  cash  in, 
with  newspapers  and  television  stations 
commanding  high  prices,  and  few  big  inde¬ 
pendently  owned  newspapers  left  to  buy. 

Nan  Tucker  McEvoy,  the  family  matri¬ 
arch  of  the  Chronicle  Publishing  share¬ 
holders,  has  staunchly  opposed  selling  the 
company,  but  she  was  ousted  from  the 
board  of  directors  in  1995,  and  other  fam¬ 
ily  members  are  said  to  be  less  interested 
in  keeping  the  company  together.  In  1996, 
the  company  sold  its  cable  division  for 
$580  million  to  Tele-Communications 
Inc.  to  help  reduce  its  debt  load. 

Sources  look  for  a  development  in  mid 
June,  when  Donaldson,  Lufkin  &  Jenrette 
is  expected  to  produce  a  report. 

Feds  back  Texas 
reporter’s  hunch 

A  San  Antonio  Express-Nen  s  reporter’s 
hunch  that  an  unidentified  body  was 
linked  to  a  murder  plot  against  disapp)eared 
atheist  Madalyn  Murray  O’Hair  now  has 
the  federal  government’s  seal  of  approval. 

For  the  first  time,  federal  authorities  in  an 
affidavit  made  public  May  26  said  O’Hair’s 
former  office  manager,  David  R.  Waters, 
conspired  with  Danny  Fry  and  two  other 
men  to  kidnap  and  murder  O’ Hair  and  two 
of  her  children  while  stealing  $500,000  in 
gold  coins.  The  identification  of  Fry,  whose 
body  had  lain  unidentified  in  a  Dallas 
morgue  for  three  years,  came  after  E.\press- 
New's  investigative  reporter  John  MacCor- 
mack  persuaded  the  sheriff’s  office  and 
Fry’s  family  to  conduct  a  DNA  test. 

Within  weeks.  Waters,  an  ex-con,  was 
arrested  on  weapons  charges  to  which  he 
pleaded  guilty  May  27.  In  a  search  of 
Waters’  apartment,  police  found  an  E.x- 
press-Ne^s  clipping  among  the  weapons. 
In  the  latest  affidavit,  federal  authorities 
said  they  expected  to  find  items  showing 
that  Waters  had  become  obsessed  with  fan¬ 
tasies  of  torturing  O’ Hair. 
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Enquirer  source  to  stand  trial 


by  David  Noack 

The  man  charged  with  giving  a  for¬ 
mer  reporter  for  The  Cincinnati 
Enquirer  unauthorized  access  to 
voice-mail  messages  of  Chiquita  Brands 
International  officials  has  been  ordered  to 
stand  trial. 

Judge  Ann  Marie  Tracey  on  May  25 
refused  a  request  by  George  Ventura,  a  for¬ 
mer  lawyer  for  the  world’s  largest  banana 
company,  to  dismiss  five  of  the  10  felony 
charges  against  him. 

Ventura,  now  an  attorney  in  Salt  Lake 
City,  is  accused  of  providing  the  secret 
codes  that  allowed  voice-mail  access  to 
Mike  Gallagher,  the  paper’s  former  chief 
investigative  reporter  on  alleged  unlawful 
and  unethical  business  practices  of 
Cincinnati-based  Chiquita. 

Marc  Mezibov  and  John  Feldmeier, 
Ventura’s  lawyers,  argued  that  the  charges 
did  not  match  the  crimes  he  is  alleged  to 
have  committed.  They  cited  five  charges 
that  accuse  Ventura  of  intercepting  or 
procuring  another  to  intercept  a  wire  com¬ 
munication. 

At  a  hearing  last  month  in  Hamilton 
County  (Ohio)  Common  Pleas  Court. 


M.L.  Stein  has  resigned  as  West 
Coast  editor  of  Editor  &  Publisher  after 
21  years  with  the  magazine.  He  plans  to 
write  books  and  resume  travel  writing. 

Stein’s  association  with  E&P  began  as 
a  contributing  editor  while  he  was  teach¬ 
ing  in  and  administering  college-level 
journalism  programs.  He  became  a  full¬ 
time  staff  member  in  1986,  primarily  cov¬ 
ering  the  Western  part  of  the  United 
States.  He  lives  in  Palo  Alto,  Calif. 


Stamford,  Conn.-based  Thomson  News¬ 
papers  has  brought  its  topical  content  and 
online  divisions  together  under  one  roof,  a 
move  designed  to  give  clients  easy  access 
to  both  divisions. 

The  two  units,  formed  in  the  past  three 
years,  are  Thomson  Target  Media  (TTM), 
which  puts  out  1 1  syndicated  lifestyle  pub¬ 
lications;  and  Thomson  Interactive  Media, 
which  markets  Internet  products  including 
an  Internet  classified  ad  system  and  Web 
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where  Gallagher  named  Ventura  as  the 
source  who  allowed  him  access  to  the 
voice-mail  messages,  Ventura’s  lawyers 
said  it  is  impossible  to  intercept  a  wire 
communication  if  that  communication 
already  has  been  electronically  stored  in  a 
voice-mail  system. 

The  judge  decided  that  the  law’s  defini¬ 
tion  of  “interception”  also  applies  to  ille¬ 
gally  accessing  a  voice-mail  system. 

Ventura  has  pleaded  innocent  to  the  five 
counts  of  unlawful  intercepting  communi¬ 
cations  and  to  five  counts  of  unauthorized 
access  to  computer  systems.  He  is  sched¬ 
uled  for  trial  July  6.  He  faces  a  sentence  of 
12V2  years  in  prison  if  convicted. 

Prosecutors  say  Ventura  provided  the 
access  codes  to  Gallagher,  who  then  quoted 
the  messages  in  articles  he  wrote  for  the 
Enquirer  about  Chiquita  last  year. 

The  newspaper  later  renounced  the 
series,  fired  Gallagher,  and  paid  Chiquita 
more  than  $10  million  in  a  secret  settle¬ 
ment.  The  reporter,  who  last  year  pleaded 
guilty  to  illegally  intercepting  communi¬ 
cations  and  obtaining  unauthorized  access 
to  Chiquita’s  computer  systems,  faces  a 
sentence  ranging  from  probation  to  I'/i 
years  in  prison.  HI 


Big  Apple  rotten 
to  press  corps? 

by  Allan  Wolper 

Ed  Keating,  a  photographer  for  The 
New  York  Times,  and  Ed  Holston,  a 
Syracuse  University  graduate  student 
intern  at  the  paper,  rushed  to  Times  Square 
to  shoot  a  billboard  that  had  broken  loose. 

Keating,  his  police  press  card  dangling 
from  his  neck,  was  grabbed  by  police  offi¬ 
cers  who  kept  him  away  from  the  accident 
scene.  But  Holston,  with  no  press  creden¬ 
tials,  kept  walking  and  shot  several  rolls  of 
film,  and  one  of  his  photos  was  published 
on  the  Times  front  page  the  next  day. 

That  incident  is  one  of  57  chronicled  in 
a  draft  lawsuit  drawn  up  by  a  coalition  of 
New  York  City  newspapers  and  the  New 
York  Press  Club,  an  organization  of  print 
and  electronic  journalists. 

New  York  police  have  confiscated  press 
cards,  placed  their  hands  in  front  of  cam¬ 
era  lenses,  and  given  nonjoumalists  more 
access  to  news  events  than  bona  fide  jour¬ 
nalists. 

Until  a  month  ago,  it  appeared  the  law¬ 
suit  would  be  formalized  and  filed  in  feder¬ 
al  court.  But  Mortimer  B.  Zuckerman, 
chairman  and  co-publisher  of  the  New  York 
Daily  Nen’s,  met  secretly  with  Rudolph 
Giuliani  and  Howard  Safir,  his  police  chief, 
to  negotiate  an  end  to  the  harassment  of 
reporters.  Zuckerman  says  Giuliani  will 
sign  an  executive  order  to  end  the  harass¬ 
ment  soon  or  he  will  sue  the  mayor. 

“There  is  nothing  to  be  gained  by  going 
to  court  if  we  can  accomplish  what  we 
need  by  negotiation,”  Zuckerman  informs 
E&P.  “The  mayor  agreed  to  everything 
we  asked  for.  I  don’t  think  he  was  fully 
aware  of  what  was  going  on.” 

Zuckerman  says  that  Safir  informed  him 
that  only  12  press  cards  have  been  confis¬ 
cated  during  the  Giuliani  administration. 
According  to  the  Daily  Ne^’s  co-publisher, 
“[Safir]  said  that  two  of  the  cards  were 
taken  from  reporters  who  were  drunk.” 

Inspector  Michael  Collins,  the  top- 
ranked  uniformed  cop  in  Giuliani’s  press 
office,  insists  his  officers  took  away  press 
cards  only  when  reporters  interfered  with 
his  officers. 

“The  number  of  press  passes  confiscat¬ 
ed  is  rare,  considering  the  number  of  daily 
interactions  between  police  and  media,” 
Collins  says. 


A  full  account  of  this  story  can 
be  found  on  the  Recent  News 
page  of  www.mediajnfo.com. 


Stein  retires  from  Editor  &  Publisher 


Thomson  unites  two  divisions 


The  author  of  1 5  books.  Stein  is  a  for¬ 
mer  San  Francisco  Examiner  reporter, 
who  also  has  written  freelance  articles  for 
many  newspapers  and  magazines  on  vari¬ 
ous  subjects. 

Two  of  Stein’s  recent  books  are  “Under 
Fire:  The  Story  of  American  War 
Correspondents,”  and  “Introduction  to 
Journalism:  A  Guide  to  Reporting.” 

He  is  a  member  of  the  American 
Society  of  Journalists  and  Authors.  Hi 


site  development  tools. 

Paul  Camp,  TTM  chief  executive  officer, 
was  named  CEO  of  the  new  group.  In  addi¬ 
tion,  Dan  Uslan  was  named  group  publisher 
for  two  of  TTM’s  publications,  Coverstory 
and  ’nology.  Uslan  comes  from  Atlanta- 
based  Waterspout  Communications,  pub¬ 
lisher  of  weekly  niche  newspapers.  He 
replaces  Susan  DeJoris,  who  was  TTM’s 
director  of  entertainment  products.  She  left 
in  January  to  pursue  other  interests. 
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Newspaper  execs 
get  lobbying  lessons 

Publishers  meet  over  federal  estate  tax  issue 


by  Joe  StrufDp 

Those  seeking  to  repeal  the  83-year- 
old  federal  estate  tax  —  which  has 
been  a  thorn  in  the  side  of  numerous 
family-owned  businesses,  including  news¬ 
papers,  for  years  —  got  a  lesson  in  Capitol 
Hill  lobbying  from  several  members  of 
Congress  May  25.  Repeal  advocates  were 
coached  on  how  to  make  their  case  before 
the  House  and  Senate  in  the  coming  weeks 
as  legislation  winds  its  way  through 
Congress. 

The  legislators  advised  participants  to 
educate  Congress  on  the  tax’s  negative 
effects  and  describe  how  the  tax  hits  their 
constituents,  while  dispelling  the  myth  that 
it’s  only  a  tax  on  the  rich.  Keep  trying  if 
you  fail,  the  officials  say. 

“You  never  win  a  cause  of  this  nature 
without  a  passionate  commitment,”  says 
Sen.  Slade  Gorton  (R-Wash.).  “You’ve  got 
to  focus  on  a  strong,  intellectual  policy 
argument.  You  can’t  just  say,  ‘It’s  a  good 
thing  for  me.’” 

Gorton  was  one  of  a  handful  of  members 
of  Congress  who  met  with  about  40  busi¬ 
ness  owners,  lobbyists,  newspaper  industry 
officials,  and  tax  analysts  during  the  meet¬ 
ing  in  Washington,  D.C.,  organized  by  The 
Seattle  Times  publisher  Frank  Blethen,  the 
Newspaper  Association  of  America  (NAA), 
and  the  U.S.  Chamber  of  Commerce. 

The  meeting  also  included  many  mem¬ 
bers  of  the  Family  Business  Estate  Tax 
Coalition,  created  about  four  years  ago  to 
push  for  repeal.  The  three-hour  meeting  at 
the  Capitol  Hill  Club  was  the  first  step  in 
the  fight  to  pass  a  repeal  of  the  estate  tax, 
also  known  as  the  death  tax. 

Two  forms  of  a  repeal  are  being  consid¬ 
ered  during  the  upcoming  budget  hearings. 
The  tax,  which  has  been  in  place  since  1916, 
is  levied  at  a  rate  of  up  to  55%  on  those  who 
inherit  businesses.  It  raises  about  $23  billion 
annually,  accounting  for  just  over  1  %  of  the 
federal  government’s  annual  revenue  stream. 

Among  those  hardest  hit  by  the  tax  are 
family-owned  newspapers,  many  of  which 
have  been  forced  to  sell  in  recent  years  to 
avoid  passing  on  the  tax  burden  to  heirs.  The 
first  repeal  bill,  co-sponsored  by  Rep. 


Jennifer  Dunn  (R-Wash.)  and  Rep.  John 
Tanner  (D-Tenn.),  would  phase  the  tax  out 
through  an  annual  decrease  of  5  percentage 
points  until  its  full  elim¬ 
ination  in  2010.  Another  “THa  arm 

proposal,  offered  by  ® 

Rep.  Christopher  Cox  hav 

(R-Calif.)  would  repeal 
the  tax  immediately.  aoainst  iS 

Both  are  under  consider¬ 
ation  during  the  current  qjj 

budget  review  that  is 
expected  to  produce  a  W6c 

budget  bill  by  July  1 . 

Strategies  to  lobby  —Rep.  Steve 

successfully  for  a  repeal 
suggested  by  Dunn,  Gorton,  and  other  con¬ 
gressional  veterans  were: 

1  Combine  public  pressure  with  factual 
data  to  show  Congress  that  the  tax  raises 
little  necessary  money  and  hurts  many  vot¬ 
ers.  “The  first-hand  stories  you  can  come  up 
with  are  important  for  the  members  to  hear,” 
Dunn  says.  “Get  the  grass-roots  support 
from  each  member’s  district  and  show  them 
how  many  jobs  can  be  saved  or  sustained  if 
the  tax  is  repealed.” 

2 Use  your  new.spapers  as  promotional 
devices  for  the  tax  and  pressure  their 
local  Congress  members  to  vote  for  a  repeal. 
“This  is  the  time  for  editorial  and  op-eds  that 
you  can  produce,”  Dunn  says. 

3 Keep  calling  it  a  “death  tax”  and  be 
patient  if  the  repeal  does  not  occur  this 
year  or  next  year.  “This  is  not  a  place 
where  things  move  rapidly,”  Gorton  says. 

4 Focus  on  the  timeline  of  the  repeal  and 
the  phasing-out  approach  rather  than 
the  dollar  amounts  involved  when  lobby¬ 
ing  Congress. 

5 Stress  the  positive  effect  that  family- 
owned  businesses  have  on  local  com¬ 
munities,  citing  specific  examples  of  busi¬ 
nesses  that  are  threatened  in  each  congres¬ 
sional  district. 

6  Dispel  the  myth  that  the  death  tax  hurts 
only  the  rich.  “The  argument  that  we 
have  to  fight  against  is  that  it  is  a  tax  cut  for 
the  wealthy,”  Rep.  Steve  Largent  (R-Okla) 
says.  Largent  also  urged  the  lobbyists  to 
realize  that  Congress  has  many  other  tax 
cuts  under  consideration,  including  cuts  in 


“The  argument  that 
we  have  to  fight 
against  is  that  it  is  a 
tax  cut  for  the 
weaithy.” 

—  Rep.  Steve  Largent  (R-Okla.) 


the  capital  gains  tax  and  the  marriage  tax 
penalty,  and  is  under  the  gun  to  help  bail 
out  Medicare  and  Social  Security. 

Dunn  says  more  than  200,  including  27 
Democrats,  of  the  435  House  members  have 
signed  on  to  support  her  bill.  But,  she  says, 
more  support  is  needed  in  case  President 
Clinton  vetoes  the  repeal,  which  is  likely. 
Gorton  says  even  if  Clinton  rejects  the 
repeal,  having  it  pass  both  houses  of 
Congress  this  year  is  a  good  first  step 
toward  receiving  presidential  support  in  the 
future.  “It  is  much  easier  to  get  a  bill 
through  Congress  again  if  you  get  it  through 
once,”  Gorton  says, 
iu-.*  After  listening  to  the 

ment  that  td.ice, 

to  fiaht  Blethen  and  the  NAA 

®  offered  up  two  lobbying 

that  it  is  a 

they  say  will  be  key  in 
for  the  repeal  the 

death  tax.  The  first  is  a 
thy.”  pair  of  newspaper  ads 

sponsored  by  The 
argent  (R-Okla.)  Seattle  Times  and  NAA 

that  are  running  in  the 
Capitol  Hill  publications.  Roll  Call,  The  Hill, 
and  Congressional  Quarterly.  The  ads, 
which  are  directed  specifically  at  Congress, 
have  mn  twice  in  each  publication,  and  are 
expected  to  run  again  before  the  end  of  June. 
NAA  vice  president  of  public  affairs  Paul 
Boyle  says  newspapers  nationwide  are  also 
being  asked  to  run  the  ads  in  an  effort  to  gain 
support  and  grass-roots  activism  in  local 
communities  for  a  repeal.  He  says  anyone 
wishing  to  publish  the  ads  is  asked  to  down¬ 
load  them  from  the  death-tax  Web  site, 
http://www.  deathtax.com.  “The  more  people 
talk  about  the  issue  and  pressure  Congress, 
the  more  hope  we  have  to  repeal  it,”  says 
Boyle. 

The  second  item  released  at  the  meeting 
was  a  pair  of  economic  reports  recently 
completed  that  show  the  impact  the  death 
tax  has  on  family-owned  businesses  and 
the  economy  as  a  whole.  It  indicates  that 
the  tax  has  driven  down  available  capital 
nationwide  and  driven  out  small,  family- 
owned  businesses,  while  raising  little  gov¬ 
ernment  revenue  compared  to  other  taxes. 
“We  also  found  that  it  hurts  the  environ¬ 
ment  because  land  needs  to  be  sold  or 
developed  by  busines.ses  to  offset  the  cost 
of  the  tax,”  says  Dan  Miller,  an  economist 
who  authored  one  of  the  reports. 

Blethen  says  he  believed  the  group  has 
prepared  well.  “The  louder  our  voices  are 
and  the  squeakier  the  wheel  is,”  says 
Blethen,  whose  family  has  owned  the 
Seattle  Times  through  four  generations, 
“the  better  our  approach  will  be.”  HI 
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Legal  woes  in  Wisconsin 

Case  could  have  chilling  effect  on  collegiate  press 


by  Allan  Wolper 

The  U.S.  Supreme  Court  will 
decide  whether  students  can  with¬ 
hold  mandatory  fees  to  groups 
with  which  they  disagree  —  a  decision 
that  could  cut  off  funding  to  campus 
newspapers. 

The  court  is  reviewing  a  U.S.  Court  of 
Appeals  decision  supporting  conservative 
University  of  Wisconsin-Madison  law  stu¬ 
dents  who  objected  to  having  their 
$165.75  in  student  fees  finance  activist 
liberal  organizations. 

The  students  who  filed  the  suit  targeted 
the  funding  of  activist  organizations  that 
publish  newsletters  or  use  the  Internet  to 
promote  their  political  agenda. 

College  media  experts  say  a  court  ruling 
denying  money  to  one  kind  of  university- 
funded  publication  might  easily  be  inter¬ 
preted  to  include  student  newspapers. 

The  great  majority  of  these  papers  are 
funded,  partially  or  wholly,  by  student 
activity  fees,  which  could  make  them  vul¬ 
nerable  to  legal  challenges  from  students 
who  disagree  with  their  editorial  content. 

"The  first  time  a  student  reads  an  editor¬ 
ial  or  an  op-ed  column  they  don’t  agree 
with,  they  could  sue  the  paper  and  demand 
their  fees  back,”  says  Mark  Goodman, 
executive  director  of  The  Student  Press 
Law  Center  (SPLC). 

Goodman  believes  that  college  adminis¬ 
trations  would  rather  cut  off  funding  to  stu¬ 
dent  newspapers  than  become  embroiled  in 
a  lawsuit.  Ironically,  Scctt  Southworth,  the 
26-year-old  Wisconsin  state  legislative 
research  assistant  who  originally  filed  the 
suit,  says  he  does  not  want  his  suit  to 
impact  on  the  student  press. 

“We  had  no  problems  with  the  student 
newspapers,”  says  Southworth  in  a  tele¬ 
phone  interview  from  his  state  legislative 
office.  “The  student  newspapers  are  always 
changing.  One  year  they  are  con.servative, 
and  the  next  year  they  are  liberal.” 
Southworth  says  his  complaint  is  with 
advocacy  groups  such  as  the  Campus 
Women’s  Center,  which  publishes  an 
bimonthly  newsletter,  and  the  Ten  Per  Cent 
Society,  a  gay  group. 

“The  women’s  center  lobbied  for  abor¬ 
tion  using  my  fees,”  Southworth  explains. 
“That  is  speech  1  totally  di.sagree  with.  It  is 


a  violation  of  my  First-Amendment  rights.” 

Southworth.  who  describes  himself  as  a 
Christian  conservative,  also  disputed  the 
right  of  the  Ten  Per  Cent  Society  to  use  its 
home  pages  to  advocate  same  sex  mar¬ 
riages.  He  says  liberals  would  be  just  as 
upset  as  he  is  if  the  government  decided  to 
finance  construction  of  “churches  or  buy 
guns  for  people  who  want  to  exercise  their 
constitutional  right  to  bear  arms.” 

The  suit,  known  formally  as  Southworth 
vs.  The  Board  of  Regents.  University  of 
Wisconsin,  also  cited  Amnesty  International. 
The  Progressive  Student  Network.  The 
Wi.sconsin  Public  Interest  Group  and  The 
Madison  AIDS  Support  Network. 

The  Court  of  Appeals  decision,  which  was 
handed  down  in  August  1998,  noted  that  the 
conservative  students  were  not  trying  to 
restrict  the  speech  rights  of  the  liberal  groups. 

“The  students  do  not  ask  that  we  restrict 
the  speech  of  any  student  organizations,” 
the  court  says.  “They  merely  ask  they  not  be 
forced  to  financially  support  speech  with 
which  they  disagree.” 

The  Supreme  Court  agreed  March  29  to 
hear  arguments  on  the  case,  which  will  be 
argued  formally  during  its  fall  session. 
Mike  Hiestand,  an  SPLC  staff  attorney,  sent 
out  an  Internet  appeal  to  college  news  orga¬ 
nizations  for  amicus  curiae  (friend-of-the- 
court)  briefs  that  would  support  the 
University  of  Wisconsin. 

“The  federal  court  opinion  did  not 
address  whether  newspapers  would  be  cov¬ 
ered  in  this  decision,”  says  Hiestand.  “But 
they  did  not  provide  a  shield  for  the  papers, 
either.”  Hiestand  expects  to  receive  amicus 
curiae  briefs  from  the  Associated  Collegiate 
Press,  the  College  Media  Advisers,  and  sev¬ 
eral  other  news  organizations.  “1  understand 
their  concern,”  says  Susan  Ullman,  an  assis¬ 
tant  attorney  general  in  the  Wisconsin 
Department  of  Justice.”  I  think  it  is  an  issue 
the  court  should  be  made  aware  of,  some¬ 
thing  that  they  ought  to  think  about.” 
Ullman,  who  is  expected  to  argue  the  case 
before  the  Supreme  court,  tells  E&P  that  no 
one  can  accurate  gauge  the  impact  of  the 
ruling  until  they  read  it. 

“I  can’t  even  guess  what  impact  it 
might  have,”  Ullman  says.  “This  is  all 
about  the  university  being  able  to  fund  as 
many  different  views  as  possible.  It  a  very 
important  case.” 


Globe  workers 
ratify  contract 

Employees  of  The  Boston  Globe 
ratified  a  new  three-year  contract 
that  calls  for  a  6.7%  pay  increase  over 
three  years  plus  other  benefits  in 
exchange  for  changes  the  company 
says  are  aimed  at  making  operations 
more  cost-effective  and  flexible. 

Union  members  approved  the  con¬ 
tract  May  25  by  a  537-103  vote.  The 
agreement  followed  one-and-a-half 
years  of  negotiations. 

The  Boston  Globe  Employees 
Association,  Local  31245  of  The  News¬ 
paper  Guild-Communications  Workers 
of  America,  is  the  Globe’s  largest 
union,  with  about  1,100  editorial, 
advertising,  circulation,  business  office, 
maintenance,  and  security  employees. 

The  contract  calls  for  weekly  pay 
increases  of  $23  in  1998,  $23  in  1999 
and  $24  in  2000,  following  the  pay  set¬ 
tlement  pattern  reached  with  the  Globe’s 
Teamsters  drivers  union  in  April. 

Under  the  new  contract,  the  compa¬ 
ny  will  increase  the  pension  salary  cap 
from  $55,000  to  $65,000;  increase  the 
company’s  match  in  the  401(k)  plan 
from  1%  to  2%  starting  in  2000;  and 
make  payments  to  help  defray  employ¬ 
ees’  medical  and  dental  bills.  The  com¬ 
pany  also  will  increase  the  night  and 
overnight  shift  pay  differentials  and 
grant  sick  leave  to  part-timers. 

Union  president  Robert  Jordan 
called  the  contract  “one  of  the  best”  in 
the  industry,  citing  the  pay  increases 
and  sick-leave  provision. 

The  contract  allows  the  company, 
among  other  things,  to  create  a  new  job 
classification  for  lower-salary,  higher- 
commission  salespeople,  and  assign 
work  to  workers  from  another  union. 

Under  the  contract,  both  sides 
agreed  to  create  a  new  photo  imag¬ 
ing  center,  where  Globe  union  mem¬ 
bers  will  share  work  with  the 
Engravers  union. 

The  contract  also  provides  supple¬ 
mental  pay  for  photographers  in 
exchange  for  ending  the  practice  of 
sharing  revenues  for  photos  the  Globe 
sells.  It  increa.ses  the  number  of  hours 
part-timers  may  work  before  they 
become  full-time. 

The  Globe  is  owned  by  the  New 
York  Times  Co.,  parent  of  The  New 
York  Times.  —  Lucia  Moses 
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Pressing  for  answers 

DCP  demands  info  to  nail  unlicensed  contractors 


by  David  Noack 

Seeking  to  crack  down  on  unregis¬ 
tered  home-improvement  contrac¬ 
tors,  Connecticut’s  top  consumer 
watchdog  has  demanded  that 
newspapers  turn  over  the 
names,  addresses,  and  phone 
numbers  of  people  who  have 
placed  ads  in  this  field. 

The  state  Department  of 
Consumer  Protection  (DCP), 
wants  the  information  so  it 
can  find  out  whether  the 
advertising  contractors  are 
legally  registered  in  the  state. 

The  home-improvement  ads 
typically  run  in  the  classified 
section,  some  under  the  head¬ 
ing  of  “Business  Services.” 

The  controversy  over  the 
information  started  last  No¬ 
vember,  when  newspapers  — 
both  dailies  and  weeklies  — 
were  contacted  by  the  state  agency, 
which  asked  that  they  provide  the  infor¬ 
mation  on  the  home  contractors. 

That  was  followed  by  an  “civil  inves¬ 
tigative  demand,”  similar  to  a  subpoena, 
sent  to  40  papers,  demanding  more  than 
six  months’  worth  of  information  (from 
Sept.  1,  1998,  to  March  19,  1999). 

Richard  H.  King,  executive  director  of 
the  Connecticut  Daily  Newspapers  Asso¬ 
ciation  (CDNA),  says  objections  were 
raised  over  the  initial  demand  for  the 
information  because  of  the  difficulty 
entailed  in  retrieving  the  data. 

After  meeting  with  .state  officials.  King 
was  able  to  work  out  a  compromise  so 
that  newspapers  would  only  have  to  turn 
over  information  for  two  months  (March 
and  April)  and  that,  in  the  future,  newspa¬ 
pers  would  only  run  home-improvement 
ads  that  include  a  contractor’s  registration 
number. 

He  says  if  newspapers  don’t  comply 
with  the  compromise  plan,  which  is  vol¬ 
untary,  then  the  consumer  agency  can  get 
the  state  attorney  general’s  office  to  issue 
a  subpoena  for  the  information. 

He  doesn’t  see  the  demand  for  the 
information  as  a  First  Amendment  issue. 

“The  initial  request  was  a  burdensome 
request,  and  it’s  sort  of  a  bad  precedent. 

1  4 


The  feeling  is  why  should  the  newspapers 
do  the  government’s  job  for  them.  I  think 
that  consumer  protection  went  about  it  in 
the  wrong  way,”  says  King. 

DCP  Commissioner 


James  T.  Fleming,  says  that  so  far  17 
newspapers  have  agreed  to  comply. 

“For  those  papers  that  feel  we  are  not 
entitled  to  this  in  statutes  and  refuse  to 
comply,  what  1  would  do  then  is  turn  the 
matter  over  to  the  attorney  general,  who 
advises  us  that  we  can  properly  ask  for 
this,  and  then  the  papers  would  have  an 
opportunity  to  go  before  a  judge  and 
argue  that  we’re  not  entitled  to  this,” 
says  Fleming. 

Fleming  says  going  to  newspapers  for 
the  information  was  a  last  resort.  He 
notes  that  simply  going  through  the 
newspaper  ads  would  not  work,  since  a 
business  name  might  not  correspond  to 
the  names  of  contractors  in  the  DCP 
database. 

Wayne  J.  Shepperd.  publisher  or  The 
News-Times  in  Danbury,  says  his  newspa¬ 
per  complied  with  the  compromise  plan. 

“To  the  best  of  my  knowledge  it’s  a 
nonissue  at  this  point.  ...  As  best  I  tell, 
everybody  has  gone  forward,  everybody 
is  complying  and  running  the  registration 
numbers,”  says  Shepperd. 

Eliot  C.  White,  publisher  of  the  Record- 
Journal  in  Meriden,  says  the  paper  has 


also  complied  with  the  compromise  plan. 

“Ordinarily,  you  don’t  want  to  do 
police  work  for  the  government.  ...  In 
this  case,  the  law  does  say  that  advertis¬ 
ing  for  a  certain  category  needs  to  include 
the  license  because  there’s  been  a  con¬ 
sumer-protection  problem,”  says  White. 

Kevin  Crosbie,  publisher  of  The 
Chronicle  in  Willimantic,  says  the  paper 
will  comply,  but  he’s  not  happy  about 
the  government  coming  to  him  for  the 
information.  “We  are  not  an 
agent  of  the  state  to  enforce 
things,”  says  Crosbie. 

James  Imbriaco,  deputy  gen¬ 
eral  counsel  for  Times  Mirror 
Co.,  which  owns  The  Hartford 
Courant,  The  Stamford  Advo¬ 
cate  and  Greenwich  Time,  was 
traveling  and  could  not  be 
reached  for  comment. 

But  he  earlier  told  the 
Courant,  “We  are  not  talking 
about  newsroom  information, 
or  about  sources.  We  are  talk¬ 
ing  about  people  paying  to 
get  information  out  to  the 
public.  Sometimes  that  infor¬ 
mation.  without  any  knowl¬ 
edge  on  the  part  of  the  pub¬ 
lisher,  may  be  harmful  or  con¬ 
trary  to  law,  and  government  has 
every  right  to  undertake  appropri¬ 
ate  investigations.” 

Jane  Kirtley,  executive  director 
of  the  Reporters  Committee  for  Freedom 
of  the  Press  in  Arlington,  Va.,  says  the 
demand  blurs  the  line  between  the  gov¬ 
ernment  and  the  press. 

“[It’s]  blurring  the  line  that  keeps  the 
press  independent  from  the  government 
—  a  line  that  ought  to  be  absolute,  and 
which,  in  my  opinion,  is  protected  by  the 
First  Amendment,  even  though  advertise¬ 
ments  are  involved.  After  all,  "The  New 
York  Times  vs.  Sullivan’  arose  in  the  con¬ 
text  of  a  paid  advertisement,”  says  Kirtley. 

Aly  Colon,  who  teaches  media  ethics  at 
the  Poynter  Institute,  says  the  public  does¬ 
n’t  always  draw  distinctions  between  dif¬ 
ferent  newspaper  departments.  “While  the 
issue  at  hand  involves  adverti.sements,  not 
news,  the  public  sees  the  newspaper  as  one 
institution,  acting  as  an  independent  .source 
of  news  as  its  principal  function.  If  the 
newspaper  considers  itself  independent,  it 
must  act  that  way  as  a  whole.  It  cannot  pro¬ 
fess  to  be  independent  in  one  part  of  its 
operation  —  the  news  —  and  dependent  in 
another  part  — the  advertising  —  and  not 
expect  the  public  to  wonder  how  truly  inde¬ 
pendent  it  is,”  says  Colon.  Bl 
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Thinking  the  unihinkahie 

Church  and  state  tie  the  knot  in  Britain:  ‘no  fuss  at  all’ 


by  Joe  Nicholson 

With  delegates  from  40  foreign 
countries  outnumbering  Amer¬ 
icans  at  the  69th  annual  World 
Congress  of  the  International  Newspaper 
Marketing  Association  (INMA)  in  Miami 
this  week,  the  Americans 


alarms,  and  it  called  for  legislation  in  local 
councils  and  the  British  Parliament’s 
House  of  Commons. 

Another  crusade,  entitled  “Time  for  a 
Pint,”  told  of  blood-supply  shortages, 
urged  residents  to  donate,  and  later 
reported  donations  had  swelled  so  much 


paper  take  up  a  blood  drive  in  the  news 
columns,”  adds  Frederickson,  who  says 
issue  advocacy  belongs  on  editorial  or 
opinion  pages.  “If  we  lose  the  trust  of 
people,  the  results  would  be  disastrous.” 
He  concludes,  “Many  newspapers  in 
Great  Britain  are  different.  They  have  a 
different  set  of  rules.” 

INMA  executive  director  Earl  J. 
Wilkinson,  who  did  not  attend 
Saunders’  presentation,  says  British  and 
American  newspapers  are  “very  differ¬ 
ent”  partly  because  British  papers  “are 
held  responsible  for  circulation  perfor¬ 
mance.”  Assessing  the  con- 


departed  pondering  lessons 
learned  from  the  foreigners. 

There  has  been  much 
chatter  among  Americans 
about  Los  Angeles  Times 
publisher  Mark  H.  Willes’ 


gress,  Wilkinson  says  he 
was  struck  by  the  extraordi¬ 
nary  talent  shown  by  the 
1,563  entries  from  27  coun¬ 
tries  in  the  64th  annual 
£(SfP/INMA  Awards  for 


efforts  to  boost  circulation 


Excellence  in  Newspaper 


by  getting  his  marketing  and  editorial 
staffs  to  work  together  more  closely.  But 
a  British  newspaper  has  gone  further  than 
Willes  advocates,  with  its  deputy  news 
editor  assigned  to  report  to  marketing 
executives,  and  there  has  been  no  fuss  at 
all  in  Great  Britain. 

After  a  presentation  of  the  marketing 
arrangement  at  the  Nottingham  Evening 
Post,  audience  questions  concerned  only 
details  about  the  marketing  campaign. 
In  subsequent  interviews,  however, 
some  American  executives  expressed 
reservations. 

The  British  paper’s  campaign  was 
undertaken  after  years  of  circulation  ero¬ 
sion  turned  into  a  “quite  alarming 
decline”  with  losses  reaching  as  high  as 
11%  a  year,  says  Timothy  Saunders, 
marketing  director  of  the  Nottingham 
Post  Group. 

In  Saunders’  presentation,  and  in  a  sub¬ 
sequent  interview  with  E&P,  he  says  the 
paper  had  lost  its  connection  with  readers. 
Surveys  found  residents  described  the 
broadsheet  as  “old-fashioned,  boring, 
bland,  becoming  apart  from  the  commu¬ 
nity,”  he  says. 

The  newspaper  was  relaunched  as  a 
color  tabloid,  and  a  promotion  campaign 
began  two  years  ago,  with  a  budget  of 
$300,000  for  the  first  six  months  and  with 
subsequent  expenditures  made  at  the  rate 
of  $200,000  a  year.  Circulation  at  the 
Evening  Post,  now  about  96,000,  began  to 
stabilize  as  it  undertook  an  array  of  efforts, 
including  a  series  of  front-page  crusades. 
A  series  entitled  “Silent  Killer”  reported 
on  carbon  monoxide  poisoning:  The  paper 
bought  and  donated  hundreds  of  home 


that  Nottingham  was  providing  blood  to 
other  areas  in  need. 

Evening  Post  editors  and  marketing 
executives  formed  a  “close  working  rela¬ 
tionship”  and  met  informally  daily  to  plan 
promotion  of  each  crusade  with  multi- 
media  advertising  built  around  the  mes¬ 
sage,  “Touching  Your  Life.” 

Saunders  rates  circulation,  now  rang¬ 
ing  between  stable  and  a  loss  of  1%  a 
year,  “acceptable  at  this  stage  of  develop¬ 
ment.”  Concern  about  intermarriage  of 
editorial  and  marketing  “is  a  false  fear,” 
he  says,  adding,  “We  understand  the 
rules,  and  we  don’t  cross  over.” 

Michael  Kilgore,  marketing  communi¬ 
cations  director  at  The  Tampa  (Fla.)  Trib¬ 
une  and  chairman  of  a  6-year-old  market¬ 
ing  committee  that  includes  his  executive 
editor,  says  his  committee  gets  market  re¬ 
search  on  the  kind  of  stories  readers  want. 
But  he  adds.  “We  never  suggest  stories.” 

Although  Kilgore  is  a  former  reporter 
and  editor  at  the  Tribune,  he  says  some 
reporters  express  concern  that  his  com¬ 
mittee  will  compromise  editorial  inde¬ 
pendence.  “They  want  to  make  sure  noth¬ 
ing  we  ‘suits’  on  the  third  floor  do 
infringes  on  that,”  he  says.  “And  I  don’t 
blame  them.” 

Joe  Frederickson,  INMA’s  outgoing 
president  and  The  (Riverside,  Calif.) 
Press-Enterprise ’s  vice  president  of  mar¬ 
keting,  listened  to  Saunders’  presentation 
and  says,  “If  that  works  for  them,  more 
power  to  them.”  As  for  an  editor  reporting 
to  marketing  executives,  he  says,  “I  want 
to  be  among  the  last  to  suggest  that 
reporting  relationship  in  my  world.” 

“I  doubt  very  much  you  would  see  my 


Marketing.  Contest  entrants  and  con¬ 
vention  participants  seemed  to  be  giving 
the  message,  “Let’s  go  on  the  offen¬ 
sive,”  says  Wilkinson. 

“In  many  ways,  newspapers  are  a 
mature  industry.  We  tend  to  play 
defense,”  he  adds.  “The  people  at  this 
conference  are  talking  about,  ‘No,  let’s 
gain  market  share.  Let’s  gain  customer 
share.  Let’s  stop  playing  defense.”  H 


For  £«  'P/INMA  Award  winners,  see  special  _ 
section,  after  Page  32.  Web  coverage  at 
www.mediainfo.conT. 


Man  convicted  in 
journalist  attack 

A  reputed  gang  member  was  convicted 
May  24  of  attempted  murder  in  a  1997 
attack  on  The  Sacramento  (Calif.)  Bee 
photographer  Jim  Trotter. 

Prosecutors  said  Terauchi  Kenkiuchi 
Golston,  26,  saw  Trotter  as  an  intruder  in 
the  neighborhood  and  assaulted  him  after 
he  refused  to  give  up  his  film.  Golston 
faces  21  years  to  life  in  prison  at  his  sen¬ 
tencing  June  23. 

Trotter  was  beaten  unconscious  and 
has  been  unable  to  return  to  work  because 
of  injuries  he  sustained. 

Four  juveniles  are  already  serving  sen¬ 
tences  for  their  roles  in  the  attack. 

Golston’s  lawyers  said  a  mother  had 
initially  confronted  Trotter,  thinking  he 
was  a  pedophile.  Trotter  was  wearing  a 
Sacramento  Bee  cap  at  the  time  of  the 
assault  and  was  carrying  two  cameras. 

—  The  Associated  Press 
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star  Wars:  The  Phantom  advertiser 


by  Jason  Williams 

After  a  tidal  wave  of  feature  stories, 
contests,  countdowns,  posters,  Web 
sites,  and  reviews  leading  up  to  the 
premiere  of  “Star  Wars:  Episode  One  —  The 
Phantom  Menace,”  the  ad  revenue  for  news¬ 
papers  was  an  anticlimatic  undertow. 

“In  some  respects,  we  shot  our  own 
selves  in  the  foot.  News,  TV,  radio,  no  body 
really  received  a  lot  of  advertising  [for  the 
movie],”  says  Dennis  Lloyd,  arts/entertain¬ 
ment  advertising  manager  for  The  Boston 
Globe.  Lloyd  says  they  even  suggested  to 
Fox  —  the  promotional  gatekeeper  for 
Lucasfilms  —  an  idea  for  a  3-D  display  ad 
but  were  turned  down. 

The  “thrust  of  their  marketing  cam¬ 
paign”  would  be  to  women’s  magazines, 
Lloyd  says  Lucas’  camp  told  him,  trying  to 
capture  a  market  not  already  sold  on  “Star 
Wars.”  Most  newspaper  advertisements 
were  2x10  or  quarter  page  display  ads,  in 
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contrast  to  competing  movies  like  “The 
Mummy,”  which  ran  two  full-pages  in  sev¬ 
eral  newspapers.  Lucas  didn’t  have  to 
advertise,  Lloyd  says,  in  part  becau.se  of 
the  months  of  coverage  newspapers  devot¬ 
ed  to  “Star  Wars.” 

In  fact.  Competitive  Media  Reports,  a 
New  York-based  company  that  monitors 
media  advertising,  says  there  was  absolute¬ 
ly  no  Star  Wars  advertising  in  newspapers 


in  April.  May  statistief''  are  unavailable. 

Rusty  Anglin,  entertainment  ad  manager 
for  the  Chicago  Tribune,  places  less  empha¬ 
sis  on  the  editorial  push  of  "Star  Wars”  but 
admits  that  the  media  hype  led  to  lower 
expectations  for  the  film’s  advertising. 

“Fewer  films  are  going  up  against  ‘Star 
Wars,”’  adds  Anglin,  which,  along  with  the 
tremendous  amount  of  coverage,  would 
have  lessened  the  need  to  advertise.  “All  of 
Hollywood  is  very  conscious  of  how  to 
market  movies.” 

Sherry  Jaffe,  sales  executive  in  the  movie 
category  at  the  Tribune  says  that  “Star 
Wars”  has  potential  staying  power,  though. 

“They  might  advertise  for  a  longer  peri¬ 
od  of  time,”  says  Jaffe.  adding  that,  like 
“Titanic,”  “Star  Wars”  may  still  be  adver¬ 
tising  well  into  the  summer,  where  compe¬ 
tition.  and  therefore  the  need  to  advertise, 
would  increase. 

Although  the  movie  lacked  direct  adver¬ 
tising,  Star  Wars  merchandise  inserts,  cir¬ 
culars,  and  ROP  ads  may  have  made  movie 
advertisements  unnecessary. 

“We  didn’t  get  any  business  that  we 
wouldn’t  have  gotten  anyway,”  says  Anglin. 


But  stores  such  as  Toys  ‘R’  Us,  Ames, 
Barnes  &  Noble,  Crown  books,  CompUSA, 
JCPenny,  and  K-Mart  advertised  their  Star 
Wars  products  and  collectibles  up-front  in 
their  ads,  sometimes  devoting  half  the  insert 
or  tabbed  pull-out  sections  to  everything 
from  action  figures  to  toothpaste. 

One  insert  included  in  over  1,500  news¬ 
papers  was  the  Tricon  restaurants  (Pizza 
Hut,  KFC,  Taco  Bell)  ad,  detailing  the  pro¬ 
motional  instant-win  contest  called 
“Defeat  the  Dark  Side  and  Win”  and  con¬ 
taining  coupons  to  the  three  franchises. 
Prizes  included  a  Star  Wars  Speeder  hover¬ 
craft,  a  1999  Lincoln  Navigator,  or  a 
$10,000  Visa  shopping  spree  to  “Star 
Wars”  games  and  books  or  free  food  from 
the  three  restaurants. 

Handling  the  print  promotion  for  the 
insert  was  Valassis  Communications  Inc.  of 
Livonia,  Mich.  Valassis  used  its  database  of 
over  12,000  newspapers  to  match  the 
Tricon  restaurant  locations  with  area  news¬ 
papers  and  spent  a  reported  three  and  a  half 
million  on  distribution  to  newspapers. 

“Print  promotions  continue  to  be  the  best 
way  for  companies  like  Tricon  to  make  a 
lasting  impression  on  consumers,”  says 
Tim  Garvey,  account  executive  for  Valassis. 

Barnes  &  Noble’s  Star  Wars-themed  dis¬ 
play  ads  featured  six  Star  Wars  books, 
including  Star  Wars  dictionaries,  sticker 
books,  and  spacecraft  blueprints,  their  stores 
are  selling,  with  the  words  “Star  Wars:  The 
Adventure  Continues.” 

“This  has  been  a  very  big  book  for  us,” 
says  Debra  Williams,  director  of  corporate 
communications,  in  reference  to  the  novel 
ba.sed  on  the  movie,  which  has  been  on  their 
best-seller  list  since  May  3. 


EtSfP  BRIEFS 


Press  ride-along 
rules  revised 

In  a  far-reaching  ruling  on  press  rights, 
the  U.S.  Supreme  Court  has  applied  the 
brakes  to  journalists’  “ride-alongs”  with 
police. 

The  nation’s  highest  court,  in  a  unani¬ 
mous  decision  handed  down  May  24,  ruled 
that  media  “ride-alongs”  with  law-enforce¬ 
ment  officials  can  lead  to  an  invasion  of  pri¬ 
vacy,  violating  Fourth-Amendment  protec¬ 
tions  against  improper  searches  and 
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seizures.  As  a  result,  police  can  now  be  sued 
for  bringing  reporters  along  on  raids. 

The  ruling,  however,  does  not  forbid 
reporters  and  photographers  from  riding 
along  with  the  police;  rather,  the  media 
can’t  go  inside  a  private  home  with  the  cops 
to  report  or  observe  the  event. 

Larry  Pozner,  president  of  the  National 
Association  of  Criminal  Defense  Lawyers, 
says,  “It’s  unseemly  for  the  mainstream 
press  to  act  like  tabloid  vultures,  devouring 
whatever  leftover  scraps  of  citizens’  dignity 
might  be  left  after  a  police  raid.  It  is  also  a 
clear  violation  of  the  Fourth  Amendment  for 
law-enforcement  officers  to  invite  the  press 
along  during  searches  of  the  homes  of 
American  citizens.” 

The  ruling  involved  two  separate  cases 
from  the  early  1990s  in  which  The 
Washington  Post  and  CNN  were  allowed 
to  go  with  federal  agents  during  raids 
inside  homes. 

In  the  Post  case,  a  Rockville,  Md.,  couple 
sued  for  damages  after  the  U.S.  Marshals 
Service  and  local  police  allowed  a  reporter 
and  photographer  from  the  newspaper  to 
accompany  them  in  the  early-morning 
hours  into  the  couple’s  home. 

The  other  case  occurred  in  Montana, 
where  federal  agents  brought  along  a  CNN 
camera  crew  while  searching  the  ranch  of  a 
man  suspected  of  killing  eagles. 

—  David  Noack 

Gannett  gets 
new  recruiter 

Gannett  Co.  Inc.’s  new  head  newspaper 
recruiter  is  also  new  to  the  industry.  Jerry 
Walls,  former  national  director  of  recruit¬ 
ment.  succession  planning,  and  relocation  at 
the  Hollywood  Entertainment  Corp.,  was 
named  vice  president  of  recruiting  and 
staffing  at  Gannett.  Earlier,  Walls  worked  in 
human  resources  and  recruitment  at  the  Walt 
Disney  Co.  and  Ernst  &  Young  LLP,  a 
accounting,  tax.  and  consultancy  firm.  He 
will  work  with  Gannett ’s  74  newspapers  in 
recmiting  and  hiring.  He  replaces  longtime 
recruiting  executive  Mary  Kay  Blake,  who 
resigned  in  April.  —  Lucia  Moses 

Spotlight  shines 
on  N.Y.  free  paper 

Spotlight  Newspapers,  Delmar,  N.Y., 
bought  the  free  monthly  2,800-distribution 
Clifton  Commentator  in  Saratoga  County, 
N.Y.,  converted  it  to  a  weekly,  and  renamed 
it  Clifton  Park  Spotlight. 


Gun  group  yanks 
ads  after  Littleton 

A  gun  industry  group  has  yanked  a 
planned  three-year  magazine  ad  campaign 
after  one  month  in  the  wake  of  the  April  20 
high  school  shootings  in  Littleton,  Colo. 
Doug  Painter,  executive  director  of  the 
National  Shooting  Sports  Foundation  in 
Newtown,  Conn.,  says  he  felt  the  messages 
in  the  $1  million  ad  campaign  would  be  lost 


amid  the  emotion  following  the  shootings, 
which  left  15  dead. 

The  industry  has  been  under  attack  in 
recent  years;  earlier  this  month,  the 
Senate  approved  rules  cracking  down  on 
gun  sales. 

The  ad  campaign  aimed  to  show  how 
guns  are  used  responsibly  and  was  the  first 
by  the  foundation  to  run  in  publications 
not  targeting  sportsmen  and  the  gun  indus¬ 
try.  It  ran  in  magazines  including  The  New 
York  Times  Magazine. 
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A  newspaper  a  day 

Penn  State  students  learn  to  love  their  daily  papers 


University  journalism  professor  John  K. 
Hartman,  thinks  it  provides  the  newspaper 
industry  with  the  best  opportunity  to  turn 
around  its  problems  with  young  readership. 

“This  represents  to  me  the  biggest  break¬ 
through  in  making  newspapers  attractive  to 


by  Mark  Fitzgerald 

The  catch  line  in  the  movie  “Field  of 
Dreams”  was,  “If  you  build  it,  they 
will  come.”  One  university  has 
found  that  if  you  give  young  people 
newspapers,  they  will  read. 

This  simple,  yet  ingenious,  plan  was 
the  brainchild  of  Pennsylvania  State 
University  president  Graham  Spanier. 

Spanier’s  idea  was  simple:  College 
kids  should  be  able  to  pick  up  local  and 
national  newspapers  free  every  morning 
from  racks  in  their  dormitories.  The  cost 
of  the  program  would  be  covered  by  a 
slight  increase  in  student  fees. 

After  beginning  as  a  small  experiment  in 
the  1997-98  school  year,  the  Penn  State 
Residence  Hall  Newspaper  Readership  pro¬ 
gram  has  just  completed  its  first  full  year 
—  and  the  results  are  turning  on  its  head 
the  conventional  wisdom  that  young  people 
simply  won’t  read  newspapers. 

Before  the  pilot  program  began,  the  uni¬ 
versity  survey  found  that  just  15%  of  stu¬ 
dents  said  they  had  the  daily  or  regular 
habit  of  reading  USA  TODAY,  The  New 
York  Times,  or  the  local  paper,  the  Centre 
Daily  Times  in  State  College. 


Penn  State 
took  the  poll 
again  this  spring 
and  found  that 
73%  of  students 
now  read  a  paper 
every  day  or  al¬ 
most  every  day. 

Students  also 
say  they  like  what 
newspapers  do 
for  them:  In  sub¬ 
stantial  numbers, 
students  told  re¬ 
searchers  that 
they  are  getting 
more  out  of  their 
college  education 
becau.se  they  are 
reading  papers; 
that  newspaper 
reading  prepares 
them  better  for  A  Pennsylvania  State  University  program 
classroom  discus-  has  students  reading  newspapers  regularly, 
sions;  and  that 


young  adults  since 
the  founding  of  USA 
TODAY  in  1982,” 
Hartman  says. 

In  an  interview  and 
an  upcoming  article 
in  Newspaper  Re¬ 
search  Journal,  Hart¬ 
man  notes  that  news¬ 
paper  readership  has 
fallen  off  most  acute¬ 
ly  among  young 
adults.  Three  decades 
ago,  60%  of  adults  1 8 
to  29  years  old  report¬ 
ed  reading  a  daily 
paper  every  day;  now, 
fewer  than  25%  do. 

“As  a  college  pro¬ 
fessor,  I  have  to  do 
anything  from  beg¬ 
ging  to  threatening 
to  get  a  student  to 
read  a  daily  paper  — 
and  I’m  a  journalism 
professor,”  Hartman 


they  understand  and  can  discuss  current  says.  “Yet  when  these  three  daily  papers  are 


events  better  than  ever. 


made  as  easy  to  access  as  cable  TV  or  radio 


For  the  newspapers  distributed  at  Penn  or  even  the  computer  —  and  you  know,  in 


State’s  main  campus  in  University  Park  and  the  time  it  takes  to  boot  up,  you  could  run 
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eight  other  satellite  campuses  across  the 
Keystone  State,  these  research  numbers 
translate  into  significant  circulation  gains. 
In  the  academic  year  that  just  ended,  the 
university  says  13,000  Penn  State  students 
picked  up  about  30,700  copies  of  the  gen¬ 
eral-circulation  papers  every  week. 

For  the  25,(XX)-circulation  Centre  Daily 
Times,  just  being  on  the  racks  in  the  44 
dorms  on  the  main  campus  has  meant  an 
average  increase  in  daily  circulation  of 
2.5%,  says  Henry  Haitz  III,  vice  president 
and  chief  financial  officer. 

“This  is  something  people  around  the 
industry  —  advertising  people  as  well  as 
circulation  people  —  need  to  take  a  look 
at,”  Haitz  says.  “Penn  State  did  a  .study  that 
shows  the  effect  of  students  on  the  local 
economy  is  in  the  $  180-million-plus  range. 
That’s  $4,000  per  student,  who  are  spend¬ 
ing  money  and  developing  brand  loyalties.” 

So  far,  the  program  is  not  a  money 
maker.  “We  don’t  make  any  money,”  says 
Haitz.  “We  lose  or  break  even  a  little.” 

At  least  one  academic  who  has  studied 
the  Penn  State  program.  Central  Michigan 


out  to  the  hall  and  get  a  paper  —  what  Penn 
State  found  is  that  the  number  of  young 
people  reading  a  paper  skyrockets.” 

Residence  halls  in  the  main  University 
Park  campus  are  equipped  with  open  racks 
carrying  USA  TODAY,  The  Ne\i'  York  Times, 
the  Centre  Daily  Times  and  The  Daily 
Collefiian,  the  student  paper  that  receives  a 
$200,000  subsidy  from  the  university. 
Students  can  take  a  copy  of  any  paper,  all  of 
them  —  or  none. 

At  satellite  campuses,  another  local 
paper  is  substituted.  The  papers  offered  are 
the  Altoona  Mirror;  the  Erie  Morning 
News;  the  Hazleton  Standard-Speaker;  The 
Patriot-News  in  Harrisburg;  the  Pittsburgh 
Post-Gazette;  The  Record  Herald  in 
Waynesboro;  and  the  York  Daily  Record  or 
The  York  Dispatch,  which  have  a  joint  oper¬ 
ating  agreement. 

Penn  State  pays  for  the  program  by 
assessing  an  extra  $5  fee  each  semester  on 
a  resident  student’s  bill  for  room  and  board. 

Beyond  the  dramatic  spike  in  readership, 
the  Penn  State  program  challenges  other 
firmly  held  assumptions  about  young 
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adults’ media  use.  at  least  50%  of  basic  price  ...  to  qualify  for  ‘decline’  mean.”  says  the  Centre  Daily 

Researchers  are  finding  that  making  news-  ABC.”  He  declined  to  specify  the  price.  Times'  Haitz.  “Does  a  student  decline  on 

papers  easily  accessible  not  only  drives  read-  An  ABC  task  force  is  formulating  rules  the  room  and  board,  is  he  or  she  reim- 
ership  numbers  way  up  —  it  appears  to  that  would  create  a  “university  residential”  bursed.  or  does  it  mean  that  a  student  just 

change  how  young  adults  get  news.  Penn  category  for  programs  like  the  one  at  Penn  doesn’t  pick  up  a  copy?” 

State’s  surveys  find  that  the  Internet  is  not  the  State.  To  date,  the  hang-up  for  auditors  has  An  ABC  spokeswoman  says  the  task 
medium  of  choice  for  news.  been  how  to  measure  a  student’s  opportunity  force  will  likely  make  its  recommendation  at 

“I  think  the  most  interesting  thing  to  come  to  decline  a  newspaper  by  not  spending  the  board  meeting  scheduled  for  July, 

out  is  that  newspapers  remain  the  most  pre-  money  on  it  —  a  key  element  in  ABC’s  def-  “I  don’t  think  students  tend  to  stay  here  in 
ferred  media,”  says  Betty  Moore  of  the  inition  of  paid  circulation.  State  College,”  Haitz  says,  “but  I  think  they 

Student  Affairs  Research  and  Assessment  “Based  on  the  program  that’s  set  up  here,  will  take  their  newspaper  readership  habit 
Office.  Moore  found  that  fully  68%  of  sur-  there  is  some  interpretation  of  what  does  with  them  wherever  they  go.” 

veyed  students  say  they  never  access  news¬ 
papers  through  Web  sites,  and  just  4%  do  it 
"very  often.” 

And  when  it  comes  to  these  students  at 
least,  forget  the  mantra  about  newspapers 
needing  to  be  “local,  local,  local.”  At  Penn 
State,  the  newspaper  of  choice  is  not  a  stu-  by  Joe  Strupp  riculum  increasing  from  23  courses  to  60 

dent  paper  or  a  local  one  —  but  the  national  over  the  same  time  period.  Participation  in 

daily  USA  TODAY.  The  survey  conducted  ■  nstead  of  giving  up  on  the  future  of  the  programs  also  jumped,  from  835  enrolled 

this  spring  did  not  measure  relative  popular-  I  “daily  miracle”  and  waiting  for  the  last  students  in  1989  to  1,067  last  year, 

ity  of  the  papers,  but  a  November  1997  study  B  newspaper  to  shut  down  in  the  face  of  Poynter  will  launch  a  $6.3-million 
quoted  by  Hartman  found  that  in  the  survey  falling  circulation  and  rising  competition,  expansion  of  its  home  later  this  year,  which 

week,  USA  TODAY  was  the  most  widely  newsroom  veterans  are  flocking  in  record  is  expected  to  nearly  double  the  size  of  the 

picked  up,  with  14.200  copies;  followed  by  numbers  to  mid-career  training  centers.  teaching  location,  officials  said  last  week. 

T/jc  Da//v  CoZ/eg/i/w.  with  1 1.000  copies  in  observers  say.  Construction  is  expected  to  begin  in 

the  dormitories;  Centre  Daily  Times,  with  The  Poynter  Institute,  the  Foundation  for  October  on  the  26,000-square-foot  addition 

1.500,  dnd  The  New  York  Times,  with  6,S00.  American  Communications  (FACS),  and  that  will  adjoin  the  current  31, 000-square- 

"On  the  main  campus.  USA  TODAY  pret-  the  American  Press  Institute  (API)  each  foot  site.  The  new  location  will  include 

ty  consistently  is  the  most  popular,”  says  report  steady  increases  in  students  and  fac-  classrooms  for  Poynter  seminars,  meeting 

university  spokesman  Bill  Mahon.  “It  goes  ulty  as  veterans  push  to  sharpen  their  skills,  rooms  for  journalism  organizations,  and 

up  and  down,  but  USA  TODAY  tends  to  do  learn  new  management  and  production  facilities  for  visiting  journalists  to  conduct 

very  good  on  Fridays.  And  we  can  make  techniques,  and  even  find  out  what  is  hap-  research  and  write,  officials  say. 

some  educated  guesses  that  certain  news  pening  in  other  departments.  At  FACS,  the  study  center  based  in 

events  tend  to  draw  attention,  such  as  USA  Newsroom  workers  say  updating  skills,  Pasadena,  Calif.,  president  Jack  Cox  offers 

today's  Princess  Di  coverage.”  technology  training,  and  learning  new  few  specifics  about  enrollment  or  program 

The  local  paper  for  the  main  campus,  approaches  are  more  vital  than  ever  as  Web  growth,  but  says  the  center  will  have  about 

Centre  Daily  Times,  is  not  taking  its  own  sites,  24-hour  news  channels,  and  specialty  30%  more  journalists  in  its  programs  this 

circulation  windfall  for  granted,  says  the  publications  eat  into  the  daily  newspaper  year  than  last  year  and  has  increased  its 

Times'  Haitz.  market.  “People  realize  they  have  to  have  annual  budget  from  $1.2  million  in  1989  to 

“We’re  not  looking  to  make  this  good  just  staff  members  at  the  top  of  their  game,”  $1.8  million  in  1999.  FACS  also  recently 

for  the  Centre  Daily  Times-,  we  want  to  make  says  Carol  Ann  Riordan,  director  of  pro-  moved  into  a  new  four-building  complex 

it  worthwhile  for  the  students,  too,”  he  says.  gramming  and  personnel  for  API,  the  non-  operated  by  the  Western  Justice  Center 

Because  the  university  is  such  a  huge  profit  media  education  center  in  Reston,  Foundation;  launched  a  new  three-year, 

employer  in  Centre  County,  the  Daily  Times  Va.,  that  dates  back  to  1946.  $4()0,(XX)  program  for  in-house  newspaper 

has  always  covered  it  intensively.  With  its  API,  funded  by  newspaper  sponsors  and  training;  and  funded  new  programs  focu.sed 

additional  student  readers,  it  has  bulked  up  foundation  grants,  has  seen  a  slow  increase  in  on  science,  land  use,  and  legal  issues, 

its  “Weekender”  Friday  entertainment  sec-  programs  and  students  since  1981,  Riordan  “There  is  a  much  greater  recognition 
tion  —  and  it  even  replates  its  Sunday  TV  says  pointing  out  the  institute  jumped  from  today  on  the  part  of  journalists  and  news- 

book  to  reflect  the  slightly  different  channels  38  programs  in  198 1  to  44  in  1989  and  to  59  room  managers  that  they  need  to  get  better,” 

offered  in  Penn  State  dorms.  this  year.  Participation  also  has  increased  .says  Poynter  president  James  M.  Naughton. 

University  president  Spanier’s  gift  to  steadily,  with  949  students  enrolling  in  1981,  Poynter,  funded  by  revenue  from  several 
papers  circulating  in  Pennsylvania  may  soon  1,364  in  1989,  and  1,678  this  year.  publications  owned  by  the  institute  —  such 

be  matched  with  new  rules  from  the  Audit  Within  the  past  year,  API  also  has  added  as  the  St.  Petersburg  (Fla.)  Times,  Florida 

Bureau  of  Circulations  (ABC)  that  will  allow  new  opportunities  such  as  online  seminars,  a  Trends  magazine,  and  Congressional  Quar- 

newspapers  to  count  the  papers  distributed  in  new  $729,000  media  center,  and  a  new  part-  terly  —  has  made  a  concerted  effort  to 

dormitories  as  paid  circulation.  nership  with  the  Freedom  Forum  for  more  reduce  costs  for  students.  Naughton  says.  He 

Right  now  the  paper  accounts  for  the  circu-  First  Amendment  training.  says  seminars  that  two  years  ago  ran  as  high 

lation  in  its  Newspaper  In  Education  (NIE)  cat-  At  Poynter,  the  24-year-old  St.  Petersburg,  as  $750  a  student,  excluding  hotel  expenses, 

egory  under  a  one-year  allowance  by  ABC.  Fla..mediacenter,  faculty  has  grown  from  15  now  are  down  to  $350,  including  hotel 

Haitz  says  the  paper  is  sold  to  the  university  “at  to  47  instructors  since  1985,  with  the  cur-  expenses.  M 
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Going  back  to  school 


Consider  the  alternatives 

Move  to  mainstream  ownership  a  sign  of  the  times? 


by  Lucia  Moses 

When  The  Hartford  (Conn.)  Cour- 
ant  announced  its  purchase  of  a 
group  of  alternative  weeklies, 
including  the  Hartford  Advocate,  with 
70.000  free  distribution,  some  in  the  alterna¬ 
tive  newspaper  community  worried  that  the 
Advocate,  a  longtime  critic  of  the  Courant. 
would  lose  its  feisty  independence. 

The  sale  cleared  federal  regulatory 
review  in  late  April,  and  the  Courant 
plans  to  name  a  chief  executive  to  oversee 
the  weeklies. 

In  a  time  when  big  media  companies  are 
increasingly  gobbling  up  smaller  fish,  and 
looking  to  reach  the  young  and  middle- 
aged  readers  who  comprise  the  alternative 
niche  audience,  the  Courant  purchase  rais¬ 
es  a  now-familiar  question:  Can  an  alterna¬ 
tive  paper  retain  its  editorial  identity  under 
mainstream  ownership? 

One  place  to  look  is  Lafayette,  La. 
There,  The  Times  of  Acadiana  (an  alterna¬ 
tive-media  stalwart  weekly  with  33,(X)0 
free  circulation)  is  struggling  to  maintain 
its  identity  under  new  ownership.  After 
nearly  20  years  of  being  the  thorn  in  the 
side  of  The  Advertiser  (a  daily  with  4 1 ,000 
paid  circulation),  the  locally  owned  Times 
was  sold  in  August  1998  to  Thomson 
Newspapers,  which  owns  the  Advertiser. 

So  far,  the  transition  into  the  Thomson 
fold  has  been  rocky.  Nearly  the  entire  Times 
editorial  staff  of  seven  has  turned  over 
since  the  purchase.  Meanwhile,  a  number 
of  current  and  former  employees,  readers, 
and  local  industry  people  say  that  despite 
recent  examples  of  good  journalism  by  the 
Times,  editorial  content  in  a  few  instances 
has  been  watered  down  or  squashed. 

For  example.  The  Times  of  Acadiana 
altered  a  cartoon  that  criticized  an  estab¬ 
lished  local  ambulance  company,  Acadian 
Ambulance,  citing  libel  concerns.  Critics 
say  the  incident  confirmed  their  worst  fears 
of  mainstream  ownership  of  an  alternative. 
“I’m  hoping  it  was  just  a  one-time  blip  and 
there  will  continue  to  be  diversity  of  report¬ 
ing,”  says  Mike  Maher,  communication 
professor  at  the  University  of  Southwestern 
Louisiana  in  Lafayette. 

JUST  BUSINESS 

Thomson  executives  say  the  purchase 
was  a  strategic  business  move  and  that  they 
don’t  plan  to  change  the  formula  that’s  made 


the  alternative  successful.  “They’re  two 
entirely  different  cultures,  but  we  have  done 
our  best  to  keep  all  of  that  intact  and  gone 
out  of  our  way  to  make  sure  they  stay  sepa¬ 
rate  as  editorial,”  says  Ed  Moss,  publisher  of 
the  Advertiser  and  CEO  of  Stamford, 
Conn.-based  Thomson’s  Acadiana  strategic 
marketing  group,  which  oversees  both 


papers.  As  for  critics.  Thomson  claims  some 
former  employees’  motives  are  suspect. 

Publisher  Beth  Ardoin,  former  Times 
sales  manager  who  was  named  publisher 
last  fall  after  the  ownership  change,  insists 
that  Thomson  is  keeping  its  promise  not  to 
interfere  with  editorial.  “They  expect  it  to 
be  controversial,”  she  says. 


MEDDLING  IN  EDITORIAL 

After  the  sale,  Thomson,  primarily 
through  Moss’  predecessor,  John  Miller, 
started  interfering  with  editorial,  say  current 
and  former  employees.  Miller,  who  couldn’t 
be  reached  for  comment.,  clashed  with  then- 
editor  Harris  Meyer,  a  strong-willed  and 
award-winning  journalist  hired  by  the  for¬ 
mer  owners  two  weeks  before  the  sale. 

Days  after  the  sale,  Meyer  and  Thomson 
executives  disagreed  on  mles  for  editorial 
authority.  In  a  memo,  Thomson  senior  vice 
president  of  operations  Tom  Hay  wrote  that 
although  it  wouldn’t  be  a  normal  occur¬ 
rence,  the  publisher  and  other  Thomson  offi¬ 
cials  have  the  authority  to  pull  or  alter  stories 
when  there  are  libel  or  fairness  concerns. 

Meyer  says  the  memo  contradicted 
Hay’s  earlier  promise  that  Thomson  would¬ 


n’t  read  or  pre-approve  stories.  He  says  he 
pushed  the  issue  because  he  didn’t  trust 
Thomson  to  use  its  authority  judiciously. 

Hay  declined  to  comment  on  the  memo 
or  say  if  the  policy  applies  to  all  Thomson 
papers.  Other  Thomson  editors  say  that 
while  they  generally  have  control  of  editor¬ 
ial  content,  they  have  involved  the  publish¬ 
er  if  a  story  was  particularly  sensitive  or 
was  about  the  parent  company. 

EDITOR  QUITS 

Two  days  after  getting  the  memo,  Meyer 
quit  after  the  paper  refused  to  run  the 
Acadian  Ambulance  cartoon  in  its  original 
form,  although  Meyer  says  lawyers  assur- 
anced  him  that  the  catKxm  wasn’t  libelous. 
He  says  he  was  disappointed  that  Ardoin 
showed  it  to  her  boss  and  says  she  “didn’t  act 
as  the  firewall  that  1  hoped  she  would.” 

It  wasn’t  the  first  time  Meyer’s  editorial 
stance  cost  him  his  job.  In  1995,  he  was  fired 
after  nine  years  by  the  American  Medical 
News,  a  weekly  published  by  the  American 
Medical  As.sociation.  Meyer  says  he  would¬ 
n’t  bow  to  pressure  to  quit  writing  stories 
that  didn’t  conform  to  the  association’s 
political  agenda;  his  former  editor  says  he 
refused  to  follow  direction  and  criticized  her 
behind  her  back.  The  Chicago  Headline 
Club,  citing  the  incident,  gave  Meyer  its 
Ethics  in  Journalism  award  in  1996. 

Kevin  Lumsdon,  managing  editor  at 
Chicago-based  Hospitals  &  Health  Net¬ 
works,  a  trade  publication  where  Meyer  was 
senior  writer  from  1996  until  coming  to  the 
Times,  describes  Meyer  as  a  thorough 
researcher  who  was  careful  about  libel 
issues.  But  he  could  also  see  how  Meyer’s 
passionate  and  strong-minded  personality 
might  not  mix  well  with  some  editors. 

NEW  APPROACH,  NEW  CEO 

Less  than  two  months  after  Meyer  left, 
Thomson  replaced  Advertiser  publisher 
Miller  with  Moss,  formerly  a  sales  execu¬ 
tive  at  The  Tribune,  a  Thomson-owned 
daily  in  Mesa,  Ariz.  Moss  has  been  less 
involved  on  the  editorial  side  than  his  pre¬ 
decessor  was,  say  the  Times'  former  owners 
and  other  observers. 

Moss  says  the  new  structure  is  working 
“extremely  well,”  because  he’s  respected  the 
papers’  differences  and  hasn’t  told  Ardoin 
not  to  run  anything.  “We  may  debate  about 
it,  but  it’s  going  to  be  her  call,”  he  says. 

SENSE  OF  HUMOR? 

Concerns  about  editorial  interference 
resurfaced  in  April,  however,  when  an 
April  Fool’s  Day  issue  staffers  had  been 
preparing  —  a  spoof  of  the  Advertiser's 
front  page  —  was  spiked. 
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Ardoin  explains  that  she  and  Moss 
agreed  that  neither  paper  would  pull  an 
April  Fool’s  prank  on  the  other.  It  wasn’t 
about  censorship,  but  about  moving  the 
alternative  forward,  she  says.  “We  agreed 
when  hard  news  needed  to  be  reported 
about  each  other,  we’ll  report  it,’’  she  says. 

Times  senior  editor  Jeff  Gremillion  men¬ 
tioned  the  incident  in  a  column.  “We  were 
hurt  and  confused  because  someone  other 
than  our  editor  in  chief  spiked  the  story,” 
Gremillion  says. 

EDITORIAL  CONTENT  STRONG 

The  Times  has  continued  to  do  investiga¬ 
tive  and  sensitive  stories  since  joining  the 
Thomson  fold.  It  reported  on  a  local  police 
officer  accused  of  being  a  serial  rapist,  a 
prominent  local  citizen  accused  of  raping 
boys,  and  a  sexual  harassment  lawsuit 
again.st  a  local  hospital  that  reprinted 
obscenities  contained  in  the  lawsuit. 

Meyer’s  replacement,  Judy  Johnson, 
says  while  her  new  publisher  has  changed 
a  word  here  and  there  —  once  changing 
“crap”  to  “sewage”  in  a  cover  headline  for 
a  sewage  story  —  journalism  at  the  Times 
hasn’t  suffered.  “1  haven’t  seen  us  turn 
away  from  a  story  yet,”  says  Johnson,  who 


says  she  published  underground  alterna¬ 
tives  in  the  1960s  and  ’70s  before  working 
for  dailies. 

READERS  DIVIDED 

Some  readers  see  a  watering  down  of  the 
Times  under  the  new  ownership,  while  oth¬ 
ers  are  withholding  judgment. 

Glenn  Armentor,  a  Lafayette  lawyer,  says 
while  he  didn’t  always  agree  with  the  Times 
and  even  thinks  it  has  portrayed  him  unfair¬ 
ly  on  occasion,  he  thought  it  provided  a 
healthy  contrast  to  the  Advertiser.  “It’s 
milquetoast  now,”  he  says.  “There  aren’t 
any  issues  where  the  two  papers  disagree.” 

P.J.  Naomi,  a  longtime  Times  reader  and 
advertiser,  .says  he’s  taking  a  wait-and-see 
approach.  The  fall  elections  will  be  a  good 
barometer  of  whether  the  weekly  will  stay 
independent,  he  .says. 

ADVERTISERS  HAPPY 

Thomson  has  much  to  lose  if  it  waters 
down  the  Times,  observers  and  advertisers 
say.  On  top  of  local  advertising,  the  bread 
and  butter  of  alternatives,  the  Times,  with  its 
popularity  with  young  to  middle-aged,  high- 
income,  highly  educated  readers,  gets  ads 
that  traditionally  appear  less  in  weeklies. 


If  the  weekly  loses  its  editorial  edge, 
wireless  companies  may  pull  some  of  their 
targeted  ads,  says  Birmingham,  Ala.-ba.sed 
media  buyer  Nancy  DePippo,  who  places 
cellular  ads  in  the  Times.  “I’m  still  holding 
out  to  see  if  they’re  going  to  maintain  their 
editorial  superiority,”  she  says. 

HISTORY  REPEATS  ITSELF? 

While  Thomson,  like  The  Hartford 
Courant  with  its  new  group  of  alternatives, 
sees  its  purchase  as  a  business  decision,  it 
will  have  to  overcome  a  good  deal  of  skep¬ 
ticism  before  it  can  convince  people  that 
editorial  independence  will  be  upheld. 

In  Hartford.  Geoff  Robinson,  former  co¬ 
owner  of  the  Courant's  new  weeklies, 
argues  that  not  all  dailies  are  alike.  He  says 
he  sold  to  the  Courant  because  it’s  local  and 
has  a  reputation  for  good  journalism.  The 
Courant  is  owned  by  Times  Mirror,  publish¬ 
er  of  the  Los  Angeles  Times:  Both  newspa¬ 
pers  won  Pulitzer  Prizes  this  year. 

Another  view  says  that  ownership  by  alter¬ 
native-only  chains  is  a  lesser  evil  than  main¬ 
stream  ownership.  This  much  is  for  sure:  with 
dailies  looking  for  ways  to  expand  their  mar¬ 
keting  clout,  the  questions  raised  by  Hartford 
and  Lafayette  aren’t  likely  to  go  away.  H 
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National  ads  moo-ving 
into  alternative  papers 


by  Lucia  Moses 

The  first  three  months  of  1999 
showed  robust  national  advertising 
revenues,  demonstrating  that  na¬ 
tional  ads  continue  to  be  cash  cows  for 
alternatives. 

The  Alternative  Weekly  Network 
(AWN),  which  buys  national  ads  for  about 
100  U.S.  alternatives,  reported  gross 
national  advertising  billings  jumped  40% 
to  $4.9  million  in  the  first  quarter,  typical¬ 
ly  a  slow  period  for  advertising. 

Tobacco  and  alcohol  advertising,  which 
traditionally  appears  less  in  mainstream 
dailies,  were  a  significant  part  of  that 
increase,  but  broadcast  media,  fashion, 
telecommunications,  and  Internet  sectors 
are  also  gaining  importance. 

The  first-quarter  increase  follows  a 
successful  year.  AWN  reports  gross 


billings  shot  up  50% 
from  1997  to  1998.  In 
since  it  spun  off  from 
the  Association  of 
Alternative  News- 
weeklies,  AWN  billed 
$2.5  million. 

Similarly,  the 
Ruxton  Group,  a 
national  ad  rep  firm 
owned  by  the  alterna¬ 
tive  weekly  chain 
New  Times,  won’t 
give  dollar  figures, 
but  projects  its  gross 
national  advertising 
billings  will  be  up 
68%  in  the  fiscal  year 
ending  June  1999. 

Industry  observers 
say  the  main  reason 


■  ■■■A AH  for  the  revenue  increase  is  alternatives’ 
**  U  III  II  increasing  credibility  with  advertisers. 

*  They  also  credit  the  AWN’s  marketing 

.  __  efforts  and  better-quality  newsprint. 

I II  Ifl  f  “We  have  a  very  desirable  audience,” 

I  Iv  I  says  AWN  sales  director  John  Morrison. 

“They’re  educated,  they’re  affluent, 
they’re  afso  trendsetters.” 

,  to  $20  million,  Michele  Laven,  vice  president  of  sales  at 
1995.  its  first  year  Ruxton.  which  represents  24  alternatives, 

_ ^  suggests  another  rea- 

I  aj  ^  !  son:  today’s  ad  spend- 

I  ing  decision-makers 

I  are  people  who,  like 

^  j  herself,  grew  up  read- 

f  j  ing  alternatives. 

I  I  j  Alternatives’ 

I  W  youthful  audience 

appeal  for 

I  DMB&B,  a  Troy, 

■  Mich.,  ad  agency  that 

7  recently  placed  a 

-ROCK  YOU* mrawD-  /  '  Pontiac  Sunfire  ad  in 

25  alternatives,  citing 
similarity  of  their 
target  audiences  to 
1  -.J  Pontiac’s.  “Both  are 

The  first  in  a  series  of  Pontiac  Sunfire  directed  at  young 

ads  running  in  25  alternatives  people  on  the  go. 


ExSfP  NEWSPAPER  STOCKS 


Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


_ 

5/26/99 

5/19/99 

5/30/98  ■ 

5/26/99 

5/19/99 

5/30/98 

A.H.  Belo  Corp.  (NY)+ 

22.562 

23.125 

25.000 

McClatchy  Co.  (NY) 

36.875 

36.937 

29.875 

American  Media  Inc.  (NY) 

6.937 

6.937 

6.250 

Media  General  Inc.  (AM) 

51.000 

50.750 

46.750 

Central  Newspapers  Inc.  (NY) 

34.562 

34.500 

33.937 

New  York  Times  Co.  (NY)+++ 

34.312 

34.812 

35.969 

Dow  Jones  &  Co.  Inc.  (NY) 

54.187 

55.062 

46.875 

News  Corp.  Ltd. 

33.000 

33.875 

22.313 

E.W.  Scripps  Co.  (NY) 

45.500 

47.562 

51.875 

Pearson  Ltd. 

19.750 

20.000 

17.750b 

Gannett  Co.  Inc.  (NY) 

74.375 

73.312 

66.313 

Pulitzer  Inc.  (NY) 

43.000 

44.187 

43.625 

Gray  Comm.  Sys.  (NY) 

15.562 

15.750 

15.000 

Quebecor  Inc.  Class  A 

21.250 

21.250 

20.125a 

Harte-Hanks  Inc.  (NY)++ 

23.125 

23.812 

22.438 

Thomson  Corp.  (TSE) 

43.550 

43.500a 

41.900a 

Hollinger  International  (NY) 

13.875 

13.812 

15.875 

!  Times  Mirror  Co.  (NY) 

60.500 

59.500 

62.750 

Journal  Register  Co.  (NY) 

17.187 

16.500 

19.000 

:  Tribune  Co.  (NY)* 

74.687 

78.812 

65.313 

Knight  Bidder  (NY) 

53.375 

54.375 

56.250 

'  Washington  Post  Co.  (NY) 

556.625 

559.125 

543.125 

Lee  Enterprises  Inc.  (NY) 

29.062 

28.812 

30.750 

i 

*  Adjusted  for  2-for-1  stock  split 


+  Adjusted  for  2-for-1  stock  split  as  of  6/5/98  (a)  Canadian  dollars 

++  Adjusted  for  2-for-1  stock  split  as  of  3/16/98  (b)  British  pounds 

+++  Adjusted  for  2-for-1  stock  split  as  of  7/1/98 
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ExSfP  reader  services 


I  people  who  enjoy  music  and  entertainment,  attend  live  perfor¬ 
mances  and  have  their  own,  different,  view  of  the  world,”  says 
Ethan  Chamberlain,  media  supervisor  for  DMB&B/Detroit. 
Generally,  the  only  automobile  ads  alternatives  have  gotten  are 
for  local  dealerships,  not  national  brands. 

At  the  Madison,  Wis.,  Isthmus,  distribution  63,000,  the 
national  ad  revenue  growth  has  helped  offset  a  decline  in  local 
advertising  as  mom-and-pops  have  gone  out  of  business. 
“National  advertising  finally  started  kicking  in  and  has  con¬ 
tributed  to  our  ability  to  have  a  strong  editorial  product,”  says 
publisher  Vincent  O’Hem. 

Alternatives’  share  of  the  national  advertising  pie  is  still  tiny 
compared  to  that  of  daily  newspapers,  which  got  $5.7  billion  in 
national  ad  revenues  in  1998,  according  to  a  preliminary  esti¬ 
mate  from  the  Newspaper  As.sociation  of  America. 

“As  a  general  thing,  I  don’t  think  it’s  taking  away  from  our 
audience  any  more  than  any  other  media  might  be,”  says  Nick 
Cannistraro,  president  of  the  Newspaper  National  Network,  a 
newspaper  ad  sales  organization.  “1  think  growth  in  all  kinds  of 
newspapers  is  good.” 

National  advertising  comprises  10%  to  15%  of  ad  revenues, 
with  alternatives  in  bigger  markets  tending  to  benefit  more  than 
smaller  weeklies.  There  are  exceptions.  The  Pontiac  Sunfire  ad 
was  set  to  run  in  25  papers  with  distributions  ranging  from 
80,000  to  250,000,  for  instance. 

Future  growth  rates  won’t  likely  keep  up  with  the  dramatic 
growth  of  the  past  few  years.  The  AWN  predicts  25%  to  35% 
growth  in  all  of  1999,  while  Ruxton’s  Laven  looks  for  increases 
of  10%  to  15%.  Alternatives  also  are  vulnerable  to  swings  in  the 
few  large  national  accounts  they  get,  such  as  tobacco,  which 
Laven  says  accounts  for  at  least  50%  of  the  national  advertising 
pie  in  any  given  month. 

That  puts  the  pressure  on  ad  networks  to  knock  on  other 
doors.  The  AWN  is  running  an  ad  campaign  in  trade  publications 
and  a  direct-mail  campaign  to  tap  other  advertising  sources.  “I 
think  our  industry  is  very  much  aware  of  the  fact  that  tobacco 
could  run  its  course,”  Morrison  says.  “We’re  taking  a  lot  of  .steps 
to  prepare  for  the  day  it’s  not  here.” 

Just  as  alcohol  is  advertised  less  in  dailies,  some  sectors,  such 
as  travel,  don’t  have  a  place  in  alternatives.  That’s  OK  by 
Morrison.  “If  you  broaden  the  product  too  much  ...  you  kind  of 
lose  the  focus  of  the  publication.” 

MediaNews  buys  shoppers 

MediaNews  Group  seeks  to  expand  its  marketing  reach  in 
New  England  with  the  addition  of  a  weekly  shopper  group.  The 
I  company,  through  its  affiliate.  New  England  Newspapers, 

i  agreed  to  buy  the  38-year-old  Town  Crier  family  of  four  free 

papers  from  Roger  Miller  and  Winmill  Publishing  Corp. 

The  shoppers  have  a  combined  distribution  of  60,438  in 
Vermont  and  Massachusetts,  and  complement  New  England 
Newspapers’  Brattlehoro  Reformer,  daily  circulation  10,779, 
and  Bennington  Banner,  daily  circulation  7,860. 

Also  included  in  the  deal  are  two  monthly  advertising  publi¬ 
cations  and  religious  sections.  The  deal,  whose  terms  were  not 
released,  is  expected  to  close  June  1. 

MediaNews  Group  publishes  51  daily  newspapers  with  a 
combined  circulation  of  more  than  1.8  million.  Its  flagship  is 
The  Dem’er  Post. 


HOW  TO  CONTACT  EDITOR  &  PUBLISHER 

■  Mail:  1 1  West  19th  Street,  New  York.  NY  10011-4234 

■  E-mail:  edpubtffimediainfo.com 

■  Phone:  (212)  675-4380 

■  Fax:  Editorial/Permissions  (212)  691-7287 
Advertising/Mail  Lists/Reprints  (212)  691-6939 
New  Media/Conferences  (212)  929-1894 

NEWS,  STORY  IDEAS,  PRESS  RELEASES, 

JOB  CHANGES,  OBITUARIES 

■  Please  address  all  news  items  to:  Kimberly  Scheck,  news 
editor.  Email:  kimberlys@mediainfo.com  Fax:  (212)  691-7287. 
Newspeople,  awards  and  obits  should  be  sent  to  Vemelle  Dorvil’s 
attention  or  emailed  to  newspeople@mediainfo.com 

LETTERS/ARTICLE  SUBMISSIONS 

■  Please  include  your  name,  company  affiliation  and/or 
residence,  and  phone  number  (for  verification)  on  letters 
intended  for  publication.  Please  send  to  “Letters 

to  the  Editor”  or  email  them  to  letters@mediainfo.com 

■  Submit  (nonretumable)  queries  for  “Shop  Talk  at  Thirty”  to 
Steve  Yahn.  Email:  shoptalk@mediainfo.com 

E&P  ARCHIVES 

■  Online  access  to  EdfP  magazine  archives  and  our  entire  Web 
site  archives  -  Editor  &  Publisher  Interactive  -  is  available  at 
http://www.mediainfo.com/Library.htm.  Charges  are  oudined 
on  our  Web  site  or  call  our  new  media  division  at  ext.  505. 

■  Editor  &  Publisher  is  available  in  microfilm  and  electronic 
products  form  from  UMl,  300  N.  Zeeb  Rd.,  P.O.  Box  1346, 
Ann  Arbor,  MI  48106-1346.  Phone:  (800)  521-0600. 

EDITORIAL  REPRINTS/PERMISSIONS 

■  To  order  reprints  of  articles  contact  Reprint  Services. 

Phone:  (612)  582-3800 

■  To  obtain  pennission  to  use  any  part  of  Ed/P,  contact 
editorial  services  coordinator  Charmaine  Bailey  at  ext.  23 1 . 

SUBSCRIBER  SERVICES  &  BACK  ISSUES 

■  New  subscriptions,  renewals,  subscription  payments,  change 
of  address,  back  copies,  annual  directories,  billing  questions, 
write  to:  E&P  Subscription  Dept.,  P.O.  Box  3000,  Denville, 
NJ  07834-3000.  Phone:  (800)  783-4903  -  Mon.-Fri.,  9  a.m.- 
9  p.m.;  Sat.,  9  a.m.-4  p.m.  EST.  Fax:  (973)  627-5872. 

MAILING  LISTS 

■  Editor  &  Publisher  occasionally  allows  selected  companies  to 
send  mail  to  our  subscribers.  If  you  would  rather  not  receive 
these  mailings,  please  send  your  current  mailing  label  or  an 
exact  copy  to  Editor  &  Publisher,  Circulation  Dept. 

■  The  comprehensive  database  of  the  Editor  &  Publisher 
International  Year  Book  is  available  in  hard  copy, 

CD-ROM  and  customized  lists  on  labels  or  disk. 

Contact  our  CD-ROM/database  representative  at  ext.  172. 

WEB  SITE/CONFERENCES/OTHER  SERVICES 

■  Access  information  about  EdfP  products  and  services 
on  our  Web  site.  Editor  &  Publisher  Interactive 
http://www.mediainfo.com. 

WHERE  YOU  CAN  PURCHASE  E&P 

■  Editor  &  Publisher  is  available  from  selected  book  and 
magazine  sellers  across  the  country.  For  a  complete  list 
of  sales  locations,  please  see  our  E6fP  Web  site, 
(http://www.mediainfo.com/getEP.htm). 


www.mediainfo.com 


EDITOR  &  PUBLISHER  /  MAY  29.  1999 


25 


B&P  VIEWPOINT 


‘Death  Tax’  strangles 
newspaper  diversity 

The  Seattle  Times’  publisher,  Frank  Blethen,  has  long  been  a  passionate  advocate 
for  diversifying  newspaper  newsrooms.  Now  he  is  on  a  new  campaign  —  to  pre¬ 
serve  the  diversity  of  newspapers  themselves. 

Blethen  is  the  newspaper  industry's  point  man  in  the  accelerating  movement  to  repeal 
the  federal  estate  tax.  He  is  financing  advocacy  ads,  mobilizing  coalitions  of  interest 
groups,  and  testifying  before  Congress  to  rid  America  of  this  counterproductive  “death 
tax.”  Perhaps  most  important,  Blethen  is  helping  to  focus  the  debate  on  the  defects  in 
the  death  tax  that  in  a  very  real  way  threaten  the  wide  variety  of  independent  voices  that 
has  made  the  U.S.  press  the  envy  of  the  world. 

Plainly  put,  the  death  tax  is  killing  off  independent,  community-based  newspapers  by 
virtually  compelling  families  to  shed  their  papers  in  anticipation  of  an  owner’s  death  — 
or  cope  with  the  financial  havoc  of  a  levy  that  starts  at  37%  and  goes  as  high  as  55%  of 
an  estate’s  value.  In  less  than  two  decades,  the  United  States  has  lost  more  than  half  of 
its  family-owned  daily  newspapers.  That  drop  from  700  in  1980  to  just  300  represents 
more  than  numbers:  It  is  the  silencing  of  a  family’s  independent  voice  —  and  sometimes 
the  voice  of  an  entire  community  as  well.  (Editor  &  Publisher  Co.,  which  is  family- 
owned,  has  been  one  of  those  independent  voices  for  115  years.) 

“The  impact  of  the  estate  tax  has  been  particularly  damaging  to  African-American 
newspapers,”  says  Alexis  Scott,  publisher  of  the  black-oriented  Atlanta  Daily  World. 
In  the  United  States,  the  black  press  is  still  an  almost  entirely  family-owned  press. 
But  as  we  saw  Just  last  week  in  Chicago  —  as  the  heirs  of  the  late  Chicago  Defender 
publisher  John  H.  Sengstacke  engineered  a  complex  recapitalization  plan  to  keep  the 
paper  in  family  hands  —  even  the  most  historic  black  papers  are  at  risk  when  a  fam¬ 
ily  head  dies. 

The  death  tax  hurts  newspapers  even  when  their  owners  are  alive  and  well  by  strik¬ 
ing  at  their  best  advertisers  —  the  family-owned  shops  and  services  that  nourish  a 
community  and  its  papers.  For  all  the  wreckage  it  causes,  the  death  tax’s  survival  is 
all  the  more  remarkable  for  how  little  good  it  does  the  nation’s  treasury.  Last  year 
estate  taxes  accounted  for  just  1%  of  revenue.  The  death  tax  is  also  extraordinarily 
expensive  for  the  government  to  collect:  Studies  show  the  Internal  Revenue  Service 
spends  65  cents  for  each  dollar  of  estate  tax. 

This  unmixed  record  of  failure  is  one  reason  that  more  than  200  of  the  435  members 
of  the  U.S.  House  of  Representatives  are  co-sponsoring  the  repeal  of  the  death  tax.  That 
is  not  enough,  however,  to  override  President  Clinton’s  expected  veto. 

“This  is  the  time  for  editorial  and  op-eds  that  you  can  produce,”  Rep.  Jennifer  Dunn 
(R-Wash.)  said  at  a  meeting  of  death-tax  opponents  Blethen  gathered  in  Washington, 
D.C.,  the  other  day.  Indeed  it  is.  As  Blethen  told  our  Joe  Strupp  after  that  session,  “The 
message  is  to  combine  educating  people  on  ‘The  Hill’  with  continued  persistence  in 
making  this  an  urgency  issue.  The  louder  our  voices  are  and  the  squeakier  the  wheel  is, 
the  better  our  approach  will  be.” 
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ANOTHER  VIEW  E6fP 


by  John  N.  Frank 


Stuck  in  the  middle,  no  more 


oodbye,  middle  management. 

I’ve  .spent  the  ’90s  trying  to 
cope  as  a  middle  manager  in  the 
publishing  business,  and  all  1  can  ask  is: 
Was  it  always  this  horrendous  to  be  a  mid¬ 
dle  manager? 

This  decade’s  business  motto  has  been, 
“Do  more  with  less’’  and,  for  middle  man¬ 
agers.  that’s  meant  a  constant  battle  for 
resources  from  above  while  fending  off  the 
unceasing  harangue  from  those  below  com¬ 
plaining  they’ve  been  stretched  beyond 
human  endurance. 

The  only  managers  who  seem  to  be  sur¬ 
viving  in  this  atmosphere  are  those  who  are 
good  at  saying  the  business  equivalent  of 
"Thank  you,  sir,  may  I  have  another?"  —  in 
other  words,  those  who  don’t  mind  being 
dumped  on  everywhere  they  turn. 

As  these  ma.sochists  climb  the  corporate 
ladder,  they  in  turn  expect  others  to  endure 
what  they  went  through,  or  worse,  as  if  suf¬ 
fering  has  become  a  corporate  badge  of 
honor.  No  thanks.  If  I  had  wanted  to  live  a 
life  of  self-deprivation  and  self-deprecation, 
I  could  have  become  a  monk  a  long  time 
ago  and  at  least  gotten  free  room  and  board. 
When  I  first  started  working  as  a  maga- 

50  YEARS  AGO ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  March  28, 1949 

James  V.  Forrestal’s  plunge  to  death 
from  the  tower  of  the  Navy  Hospital  at 
Bethesda,  Md.,  unleashed  furious  criti¬ 
cism  of  the  press  this  week.  From  both 
within  and  without  the  newspaper  pro¬ 
fession  came  blasts  against  those  who 
had  “vilified"  or  “viciously  attacked”  the 
former  Secretary  of  Defense,  first  man  in 
the  nation’s  history  to  hold  that  office. 


Several  newspaper  correspondents 
from  the  U.S.  were  on  hand  to  witness 
the  fall  of  Shanghai  to  the  Chinese 
Communists 


The  Lansing  (Mich.)  State  Journal 
retracted  an  earlier  statement  that  T.  O. 
Thackery’s  new  New  York  Daily 
Compass  was  called  Communist  and 
blamed  the  statement  on  a  “wholly  inex¬ 
cusable  error"  by  one  of  its  head  writers. 


zine  writer  in  1979,  the  publication  1  joined 
had  seven  editors.  Little  did  1  realize  that  was 
to  be  the  high  point  of  my  publishing  career 
when  it  came  to  staffing.  1  returned  to  the 
world  of  magazines  in  1990  as  editor  of  a 
food  industry  publication.  That  was  a  weekly 
magazine,  as  opposed  to  the  monthly  1  Joined 
in  1979,  and  it  had  only  five  editors.  Next,  in 
1993,  I  joined  a  relatively  new  publishing 
company  that  was  trying  to  revive  a  dying 
magazine  it  had  just  bought.  At  that  monthly, 
there  were  only  three  editors,  two  harried  co¬ 
workers  and  myself.  At  that  point,  I  thought  I 
knew  what  lean  meant.  But  no-o-o. . . 

In  19%,  1  joined  another  publisher  who 
wanted  to  launch  a  publication  that  would 
start  appearing  every  other  month  but  then 
switch  to  a  monthly  schedule.  How  many  edi¬ 
tors  did  I  get  this  time?  You’re  reading  all  of 
them  right  now.  I  was  the  only  full-time  edi¬ 
tor  there  for  more  than  a  year.  Now,  that’s 
lean,  but  at  least  the  staff  meetings  were  short, 
and  I  didn’t  have  employees  telling  me  they 
felt  unappreciated.  No.  that  came  when  we 
finally  did  add  some  staff  and  also  launched 
newsletter  and  book  spinoffs. 

Forget  the  rhetoric  about  this  being  the 
decade  when  workers  were  “empowered.” 
In  my  last  job,  someone  who  reported  to 
me  out  of  our  Singapore  office  was  fired, 
and  I  didn’t  get  told  until  he  was.  Believe 
me,  neither  of  us  felt  empowered  that  day. 
The  explanation  I  got  later  from  the  divi¬ 
sion  head  who  had  ordered  the  firing  was 
that  he  had  to  move  quickly  to  cut  costs  — 
too  quickly  apparently  to  call  me  or  my 
boss  (who  reported  to  him)  to  let  us  know 
what  was  up.  At  least  no  one  can  say  he 
was  indecisive. 

That  incident,  while  bad,  didn’t  make  me 
feel  as  terrible  as  one  that  happened  on  the 
job  I  held  prior  to  the  last  one,  though.  At 
that  magazine,  we  all  knew  for  about  a  year 
that  the  publishing  company  that  owned  us 
was  having  problems:  Missing  a  paycheck 
that  summer  was  a  sure  tip-off.  And  my  staff 
and  1  also  knew  that  the  magazine  we  were 
editing  was  the  poorest  fit  with  the  rest  of 
the  company’s  magazines  and  so  the  most 
likely  to  be  sold  to  raise  money. 

That’s  why  the  week  before  Thanksgiving 
in  1995, 1  suggested  to  my  managing  editor 
that  we  start  getting  files  in  order  to  prepare 
for  someone  else  running  the  magazine  soon 
(our  three-person  staff  at  that  point  had  been 
cut  to  two).  The  principal  owner  of  the  com¬ 


pany  heard  about  that  the  day  before 
Thanksgiving  and  called  me  into  his  office. 
He  told  me  in  no  uncertain  terms  not  to 
believe  all  the  rumors  I  was  hearing,  that  he 
had  big  plans  for  me  and  my  magazine  in 
the  company’s  future.  1  left  wondering  what 
was  going  on.  but,  a  short  time  later,  1  found 
out.  The  same  owner  called  me  at  home  that 
night  to  tell  me  he  had  sold  my  magazine! 
Happy  Thanksgiving. 

The  new  owner,  after  telling  me  how 
much  he  wanted  the  staff  to  stay  on,  insisted 
1  meet  him  in  the  back  of  an  empty  restaurant 
one  day  (really)  where  he  presented  me  with 
an  offer  to  work  for  him  at  a  30%  pay  cut 
from  what  1  had  been  making.  Needless  to 
say,  I  didn’t  stay  to  order  lunch. 

Will  the  new  century  bring  any  improve¬ 
ment?  Signs  are  bleak.  That  last  company  I 
worked  at,  where  they  fired  an  employee 
without  telling  me?  I  hear  they  just  achieved 
the  ultimate  in  staff  economy,  starting  a  new 
magazine  without  any  full-time  editors!  They 
brought  someone  out  of  retirement  to  mn  it 
on  a  part-time  basis  while  they  search  for  just 
the  right  person  to  be  the  one-person  staff. 
Good  luck  and  good  night. 


Frank  is  a  Chicago-based  freelance 
writer.  john_nJrank@yahoo.com 
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ADVOCATE 

MICHAEL  PHELPS  to  sales  devel¬ 
opment  director  for  the  gay  and  lesbian  bi¬ 
weekly  news  magazine  in  New  York  City, 
from  senior  advertising  manager. 

SIVAN  SCHLECTER  to  promotions 
and  marketing  director,  from  promotions 
director. 


POST 

ATLANTA  JOURNAL 
CONSTITUTION 


MALLORY 

ATLANTA  JOURNAL- 
CONSTITUTION 


GLENNON 
ATLANTA  JOURNAL- 
CONSTITUTION 


INGWERSON 
CHRISTIAN 
SCIENCE  MONITOR 


ARIZONA  REPUBLIC 

CATHY  DAVIS  to  executive  vice 
president  of  the  Phoenix  daily,  from 
senior  vice  president  of  marketing  and 
development. 

JIM  DIAZ  to  director  of  marketing 
strategy,  effective  July  6,  from  his  own 
marketing  firm  in  Minneapolis.  Pre¬ 
viously  Diaz  was  a  marketing  executive  at 
the  Slar  Tribune  in  Minneapolis. 


MARYANN  MROWCA  to  assistant 
chief  of  bureau  in  Atlanta,  from  news  edi¬ 
tor  in  Nebraska. 

TODD  SPANGLER  to  correspondent 
in  charge  of  the  Pittsburgh  bureau,  from 
correspondent  in  Dover,  Del.  He  succeeds 
TARA  BRADLEY-STECK,  who  has 
taken  a  leave  of  absence. 

TIM  SULLIVAN  to  chief  of  bureau  in 
Abidjan,  Ivory  Coast,  from  reporter  on 
the  International  Desk  in  Abidjan.  He 
succeeds  IAN  STEWART  who  is  recov¬ 
ering  from  an  attack  in  Sierra  Leone  in 
January  that  killed  APTN  producer, 
MILES  TIERNEY. 


daily,  effective  June  1,  from  assistant 
managing  editor. 

JOHN  DILLIN  to  associate  editor  and 
Washington  bureau  chief,  effective  June  1, 
from  managing  editor. 


COX  NEWSPAPERS  INC. 

SUSAN  DAVIDSON  to  vice  president 
of  human  resources  for  the  company,  from 
director  of  human  resources  for  the  Austin 
(Texas)  American-Statesman. 

HYDE  POST  to  assistant  managing 
editor/days,  in  charge  of  the  daily  news 
product  reporting  to  managing  editor  John 
Walter  at  The  Atlanta  Journal-Con¬ 
stitution,  effective  June  1.  He  retains  his 
position  as  director  of  Internet,  polling, 
and  computer-assisted  reporting. 

JAMES  MALLORY  to  assistant  man¬ 
aging  editor/business  of  the  Journal- 
Constitution,  from  assistant  managing 
editor/days. 

AMY  GLENNON  to  features  editor  of 
the  Journal-Constitution,  from  deputy 
features  editor. 

CINDY  GORLEY  to  metro  editor  of 
the  Journal-Constitution,  from  north 
metro  deputy  editor. 

MIKE  KING  to  executive  metro  editor 
of  the  Journal-Constitution,  from  metro 
editor. 

ROBERT  MASHBURN  to  sports  edi¬ 
tor  of  the  Journal-Constitution,  from 
deputy  sports  editor. 


ASSOCIATED  PRESS 

PAULINE  ARRILLAGA  to  south¬ 
west  regional  reporter,  based  in  Phoenix. 
Ariz.,  from  newswoman  in  Houston, 
Texas. 

JENNIFER  A.  BATOG  to  news  editor 
for  Wisconsin,  from  a  newswoman  in  the 
Milwaukee  bureau.  She  succeeds  DAVID 
GERMAIN,  who  transfers  to  Los 
Angeles  as  a  business  writer. 

RON  HARRIST  to  news  editor  in 
Jackson,  Miss.,  from  state  editor/corre¬ 
spondent. 

KELLY  KURT  to  correspondent  in 
charge  of  the  Tulsa,  Okla.,  bureau  from 
newswoman.  She  succeeds  JEAN 
YAEGER,  who  resigned. 


CHICAGO  TRIBUNE 

CHARLIE  MEYERSON  to  colum¬ 
nist  and  editor  with  the  paper’s  Internet 
edition,  from  a  news  director,  and  news 
anchor  at  smooth-jazz  station.  WNUA- 
FM  in  Chicago. 


CHRISTIAN  SCIENCE 
MONITOR 

MARSHALL  INGWERSON  to 
managing  editor  of  the  Boston,  Mass. 


Ufe  specialize  in  assisting  owners 
in  exploring  and  negotiating  the  sale 
of  their  daily  nejgp^pers  or  ^ 
non-daily  new^a^r  giwp& 


DES  MOINES  REGISTER 

KEN  FUSON  to  staff  writer  of  the 
Iowa  daily,  from  a  feature  writer  for  The 
Sun  in  Baltimore,  Md. 

CHARLES  APPLE  to  graphics  editor, 
from  graphic  artist  for  the  Chicago 
Tribune. 


INTERNATIONAL  HERALD 
TRIBUNE 

PATRICK  FALCONER  to  director  of 
the  paper’s  United  Kingdom  operation, 
from  area  director  of  UK  and  Netherlands 
at  Fortune  magazine. 


&  Associates 
‘  1  fSE.  Marcy  Street,  Suite  1 00 
Santa  Fe,  New  Mexico  87501 
Tel:  505.820.2700 
Fax:  505.820.2900 
E-mail:  info@dirksvanessen.com 
www.dirksvanessen.com 
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JOURNAL  REGISTER  CO. 

MICHAEL  B.  STARN  to  publisher  of 


Philip  Murray 


.1 


The  Independent  in  Massillon,  Ohio, 
from  circulation  director  of  the  Delaware 
Count}'  Daily  Times  in  Primos,  Pa.  He 
succeeds  SCOTT  T.  RUFF,  who  accept¬ 
ed  a  position  with  Quincy  Newspapers 
Inc.,  in  Quincy,  Ill. 

LANDMARK  COMMUNITY 
NEWSPAPERS  INC. 

MICHAEL  G.  ABERNATHY  to 
executive  vice  president  of  the  company, 
headquartered  in  Shelbyville,  Ky.,  effec¬ 
tive  Aug.  1,  from  general  manager  of 
Targeted  Publishing  in  Kentucky. 

MEDIANEWS  INC. 

MICHAEL  TURPIN  to  retail  adver¬ 
tising  manager  at  the  Daily  News,  in 
Los  Angeles,  Calif.,  from  retail  adver¬ 
tising  manager  at  a  Scripps  Howard 
Group  newspaper.  The  Daily  Camera  in 
Boulder,  Colo. 

NEW  YORK  DAILY  NEWS 

DEBBIE  MEDINA  to  vice  president 
of  ethnic  publications  and  sales  for  the 
New  York  City  paper,  from  director  of 
ethnic  publications  and  sales. 

OBSERVER 

CHRISTOPHER  FORTIER  to  edi¬ 
tor  of  the  weekly  in  Southington,  Conn., 
from  staff  writer. 

PARADE  PUBLICATIONS 

NINA  MALKIN  to  executive  editor  of 
React,  an  interactive  news  and  entertain¬ 
ment  magazine  for  teens,  from  a  deputy 
editor  of  Teen  magazine  and  an  executive 
editor  at  Sassy. 

PENOBSCOT  TIMES 

CHUCK  MCKAY  to  editor  of  the 
weekly  in  Old  Town,  Maine.  McKay  is 
currently  an  English  major  entering  his 
senior  year  at  the  University  of  Maine. 
He  succeeds  BOB  DIEBOLD  who 
retired. 

POST-TRIBUNE 

KATERINA  KAOUKIS  to  assistant 
circulation  direction,  from  home  delivery 
manager. 

ROGER  VURVA  to  home  delivery 
manager,  from  single  copy  manager. 

PAULA  TOWNSEND  to  retail  sales 
marketing  manager,  from  Newspapers  in 
Education  coordinator. 

PRESCOTT  NEWSPAPERS 

KIT  ATWELL  to  publisher  from  pub¬ 
lisher  of  Western  Newspapers  Inc.’s 


Kingman  Newspapers.  PNI’s  parent  com¬ 
pany.  Atwell  replaces  BOB  GILLILAND 
who  is  retiring  after  nine  years  as  publish¬ 
er  and  CEO. 

UNION  LEADER/SUNDAY 
NEWS 

JOSEPH  W.  MCQUAID  to  president 
and  publisher  of  the  daily  in  Manchester, 
N.H.,  from  editor  in  chief  and  executive 
vice  president. 

JOHN  E.  MACKENZIE  to  company 
treasurer,  from  vice  president  of  finance. 


EtSfP  OBITUARIES 


SYBIL  W.  EASTERLING.  91,  former 
publisher  of  the  weekly  paper,  Richmond 
County  Daily  Journal  in  Rockingham. 
N.C.,  died  on  May  16.  She  started  her 
newspaper  career  in  1937  when  she  and 
her  husband.  J.  Neal  Cadieu,  purchased  the 
Journal  and  turned  it  from  a  weekly  to  a 
tri-weekly.  Easterling,  became  publisher 
and  sole  owner  after  her  husband  died.  She 
later  began  a  daily  publication  in  1963.  She 
retired  from  the  business  in  1972. 

MELVIN  REID  TAYLOR.  78.  former 
business  manager  of  the  Journal  Review 
in  Crawford,  Ind.,  died  on  May  1 8  at  the 
Methodist  Hospital  in  Indianapolis.  Ind. 
He  served  the  company  for  over  50  years. 

THOMAS  E.  JOHNSON.  65,  former 
reporter  for  the  Associated  Press  died  on 
May  13,  in  Dallas,  Texas.  His  career 
began  at  the  Amarillo  (Texas)  Globe- 
News  where  his  father  worked  as  manag¬ 
ing  editor.  In  1961,  he  joined  the  Lubbock 
Avalanche- Journal.  He  later  joined  the 
Associated  Press  bureaus  in  Austin  and 
Washington.  From  1968  to  1973,  he 
worked  at  The  Dallas  Morning  News  and 
left  to  work  as  a  freelancer.  Prior  to  his 
retirement  earlier  this  year,  he  taught 
computer  programming  and  had  become 
a  programmer  for  a  bank  in  New  York  and 
Boston. 

WILLIAM  MUNN  RAWLAND,  87, 
owner  and  publisher  of  the  Cleburne 
(Texas)  Times-Review  died  in  Cleburne  on 
May  19.  Rawland  joined  the  Times-Review 
in  1933  as  a  cashier  and  bookkeeper.  His 
father-in-law,  Walter  Murray,  purcha.sed  the 
paper  in  1940.  He  bought  his  father-in-law’s 
share  in  1947  and  remained  sole  owner, 
general  manager,  and  publisher  of  the  paper. 
From  1952-  53  he  served  as  president  of  the 
Texas  Press  Association  and  as  a  committee 


by  Vernelle  Dorvil 

chairman  for  the  Texas  Daily  Newspaper 
Association  and  the  Southern  Newspaper 
Association.  He  sold  the  paper  in  1976  to 
the  Donrey  Media  Group  and  remained  as 
publisher  emeritus. 

ROBERT  CROMIE,  who  covered 
World  War  II  for  the  Chicago  Tribune  and 
went  on  to  become  the  paper’s  first  politi¬ 
cally  liberal  columnist,  died  May  22  at  his 
home  in  the  Chicago  suburbs.  He  was  90. 

A  native  of  Michigan,  he  joined  the 
Tribune  in  1 936  and  became  its  war  corre¬ 
spondent  six  years  later,  covering  both  the 
Pacific  and  European  theaters  and  travel¬ 
ling  with  Gen.  George  Patton.  After  the 
war  he  worked  as  a  sports  reporter.  In 
1969,  he  began  writing  the  first  column 
with  a  liberal  political  bent  on  a  newspa¬ 
per  still  famed  for  its  conservative  view¬ 
point.  He  hosted  a  nationally  syndicated 
radio  show  about  books  and  two  television 
shows,  "Cromie  Circle”  on  Tribune  Co.’s 
WGN  and  “Book  Beat”  on  the  local  pub¬ 
lic  television  channel. 


BSfP  AWARDS 


Journalists  at  the  University  of  Oxford. 
Reuters  Foundation,  announced  Jeremy 
Iggers,  a  staff  writer  for  the  Star  Tribune 
in  Minneapolis,  as  the  recipient  of  the 
1999  Reuters  Fellowship. 

Iggers’  three  month  Oxford  fellowship 
will  be  spent  at  Green  College,  studying 
the  subject  of  his  choice,  as  a  member  of 
the  Reuters  Foundation  Program  for 
international  journalist. 

This  award  is  available  to  mid-career 
U.S.  journalist  in  text  or  broadcast  media. 

The  next  deadline  for  applications  is 
Dec.  13,  1999. 


E&?  GIFTS  GRANTS 


The  School  of  Journalism  and  Mass 
Communications  at  the  University  of 
Minnesota  received  a  1  million  gift  from 
Otto  and  Helen  Silha.  former  publisher 
and  president  of  the  Minneapolis 
Star/Tribune.  The  gift  will  benefit  the  Silha 
Center  for  Media  Ethics  and  Law  by 
enhancing  existing  programs,  initiating 
new  ones,  providing  fellowship  support  for 
graduate  students,  and  exploring  new 
research  topics  in  the  media.  The  goal  of 
this  gift  will  be  to  ensure  the  centers  nation¬ 
al  leadership  in  media  ethics  research.  Otta 
Silha  received  his  B.A.  in  journalism  at  the 
University  of  Minnesota  in  1940. 
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When  editors  at  the  Sun-Journal  in  Lewiston, 
Maine,  wanted  to  win  over  some  of  the  area’s 
youngest  readers,  they  turned  to  a  furry,  four¬ 
legged  creature  named  Yak.  Through  Tribune  Media 
Services  Inc.  (TMS),  the  syndicate  that  represents  Yak, 
Sun-Journal  editors  contracted  to  run  a  weekly  page 
geared  for  children  5  to  10  years  old. 

That  was  nearly  four  years  ago.  Today,  the  Yak  page, 
called  “Yak’s  Comer,”  is  still  going  strong.  Thousands  of 
Lewiston-area  children  look  forward  to  it  every  Sunday.  In 
conjunction  with  the  page, 
there’s  a  “Yak  Pack”  club  that 
children  can  Join  to  receive  dis¬ 
counts  at  local  fast  food  restau¬ 
rants,  as  well  as  Yak-based 
games  and  lessons  every  day  on 
the  paper’s  Web  site. 

Looking  back,  product  devel¬ 
opment  director  Monica  Millhime 
says  she  went  with  Yak  because 
she  didn’t  have  the  time  or  the 
staff  to  put  together  a  kid-oriented 
package  of  her  own.  According  to 
Millhime,  the  paper’s  editors 
looked  at  a  number  of  different  syndicated  kid-oriented 
products  before  settling  on  Yak. 

“We  were  impressed  with  the  organization  Tribune 
Media  Services  provided,”  says  Millhime,  who  also  heads 
the  New  England  Newspapers’  Advertising  Executives 
Association.  “They  provided  what  I  call  our  ‘triple-crown’ 


BY  MATT  VILLANO 


jugi  to 


themes 

everj  occasion 


by  Matt  Villano 


The  boom  in  special,  theme-oriented  sections  hasn’t  affected 
syndicates  only.  Newspapers  across  the  country  are  becoming 
niche  publishers,  further  increasing  the  number  of  special  sec¬ 
tions  in  the  marketplace. 

Perhaps  no  paper  has  done  this  better  than  The  Indianapolis  Star 
(morning)  and  Ncms  (evening).  Last  year,  the  newspaper  changed 
its  special  sections  department  into  a  niche  publishing  outfit  called 
Star/News  Direct  Publishing.  Today  the  paper  writes,  designs,  and 
paginates  sections  such  as  holiday  gift  guides  as  well  as  in-season 
magazines  for  the  Indiana  Pacers  and  Indianapolis  Colts.  In  March, 
the  paper  won  the  inaugural  Inland 
Press  Innovators  award  for  the  two 
sports-related  sections. 

“Our  sections  have  proven  to  be 
immensely  popular  with  our  readers,” 
says  Steve  Greenberg,  who  came 
aboard  late  last  year  to  manage  the 
“There’s  no  real 


event:  a  marketing  strategy  to  involve  advertisers  on  a 
local  basis;  a  design  strategy  to  get  kids  involved  with  the 
Web  site  every  day;  and  the  page  to  increase  readership  on 
Sunday.  We  couldn’t  have  done  that  ourselves.” 

Syndicates  have  offered  these  theme-oriented 
inserts  for  years,  but  syndicate  and  newspaper  exec¬ 
utives  say  these  special  sections  are  booming  now 
as  never  before.  Providers  such  as  TMS,  Parade, 

USA  WEEKEND,  Copley  News  Service,  and 
Thomson  Target  Media  all  have  flooded  the  market 
with  publications  for  almost  every  niche;  automo¬ 
tive,  food,  technology,  interior  design 


cover 


I  new  department. 

\  secret  to  our  success,  though.  If  we 
identify  an  underserved  section  of  our 
we’II  look  for  an  opportunity 
to  provide  a  product  to  serve  that 
niche.” 

Experts  say  that  while  the 
Star/News  has  done  a  remarkable  job 
of  capturing  the  niche  publishing  mar- 
MW ket,  the  paper  is  not  alone.  According 

_  to  Laura  Cunningham,  president  of  the 

Newspaper  Special  Sections  Network, 
more  than  30  papers  have  followed  suit  with  publishing  operations 
of  their  own.  If  anybody  knows  about  niche  publishing,  it’s 
Cunningham:  Her  organization  represents  124  newspapers  and  syn¬ 
dicates,  and  the  group’s  membership  has  more  than  tripled  since 


you  name  I  4 

it.  some  syndicate  publishes  a  section  about  it.  |  J 
Newspapers  love  these  publications  because  | 
they  save  manpower  and  time,  while  they  can  earn  ^ 
as  much  as  $75,000  in  revenue  every  week.  Local  ■ 
businesses  go  for  them  because  the  publications  are  ■ 
vehicles  in  which  they  can  advertise  at  a  discount.  K 
Lastly,  syndicates  continue  to  invest  hundreds  of 
thousands  of  dollars  in  these  publications  because 
they  are  a  quick  and  easy  way  to  keep  newspaper 
clients  asking  for  more. 

There’s  more  to  the  story  of  these  niche  publications  than 
Just  simple  growth.  As  syndicated  publi-shing  has  evolved,  it 
has  taken  on  new  dimensions  and  forms.  Some  papers,  such 
as  The  Courier-Tribune  in  Asheboro,  N.C.,  use  syndicated 
inserts  to  appeal  to  nonsubscribers.  Others,  such  as  the  Sun- 
Journal,  incorporate  them  into  its  daily  product.  Still  others 
u.se  syndicated  timelines  and  feature  pages  for  Newspaper 
in  Education  (NIE)  programs,  for  Web-based  supplements. 


Why  are  so  many  newspapers  entering  the  world  of  niche  pub¬ 
lishing?  Cunningham  says  that  syndicates  such  as  Tribune  Media 
Services  and  Thomson  Target  Media  serve  as  great  examples  of 
how  lucrative  niche  publishing  can  be.  She  adds  that  more  and 

more  newspapers  are 
•»»».,,  ,  realizing  that  special 

flexibility  to  address 
audiences  -  both  readers 

advMrt^oo  content  even  better,”  she 

you’re  a  newspa- 
^  per  editor,  and  you’re  con- 

- ~~  stantly  striving  for  ways  to 

serve  your  readers  and 
I  know 

I  on  the  right  track.” 
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or  for  timely  coverage  of  a  news  event  that 
would  otherwise  go  uncovered. 

At  any  given  time,  newspapers  across  the 
country  have  access  to  these  services  to 
cover  events  like  the  Hubble  space  tele¬ 
scope’s  findings  for  an  NIE  program;  the 
Internet  frenzy  associated  with  the  new  “Star 
Wars”  movie;  or  a  behind-the-scenes  look  at 
the  last  episode  of  “Home  Improvement.” 

However  newspapers  choose  to  utilize 
these  syndicated  niche  publications,  they 
are  using  them  in  so  many  ways  that  even 
executives  at  many  major  syndicates  say 
they’re  surprised  by  the  recent  boom. 

“All  of  the  syndicated  products  out 
there  today  are  in  response  to 
market  trends,”  says  Elizabeth 
Owens-Schiele,  specialty  pro¬ 
ducts  manager  for  TMS.  “A 
lot  of  major  papers  across  the 
country  that  are  creating  and 
establishing  special-section 
divisions  and  syndicates  like 
ours  want  to  offer  papers 
which  don't  have  that  oppor¬ 
tunity  the  chance  to  give 
their  readers  something 
they’ll  want  to  read.” 

Of  the  five  major  syndi¬ 
cates  that  publish  theme-ori¬ 
ented  inserts  and  special 
stand-alone  sections,  TMS 
and  Knight  Ridder/Tribune  offer  perhaps 
the  widest  variety  of  titles.  In  addition  to 
“Yak’s  Comer,”  the  companies  offer 
“KidNews”  for  children  ages  8  to  13,  and 
“FreshNews”  for  youngsters  ages  13  to  18. 
There’s  “Taste,”  an  insert  for  food-lovers, 
and  12  other  fully  pagi¬ 
nated  special  sections 
that  focus  on  topics  such 
as  weddings,  parenting, 
and  health  and  fitness. 

TMS  also  offers 
products  specifically  for 
nonsubscribers.  Under 
the  title  of  US/Express, 
these  three  publications 
are  aimed  at  achieving 
total  market  coverage 
and  are  therefore  considered  Total  Market 
Coverage  (TMC)  products.  “Pop  Nation” 
offers  the  latest  entertainment  news; 
“Mainstreet”  targets  those  .seeking  middle- 
American  values;  and  “Lifestyle  2000” 
appeals  to  those  who  want  to  stay  close  to 
the  cutting  edge  of  society.  All  of  these  pub¬ 
lications  can  be  downloaded  from  the  com¬ 
pany’s  Web  site,  or  can  be  delivered  elec¬ 
tronically  on  computer  disks.  The  publica¬ 
tions  come  fully  paginated,  with  ample 
space  for  subscribing  newspapers  to  fill  with 
local  advertisements. 

Owens-Schiele  says  a  newspaper  might 
pay  $500  for  one  of  her  company’s 


!  US/Express  products,  then  sell  $15,000  to 
$20,(XX)  worth  of  aqvertising  in  that  prod¬ 
uct.  Such  is  the  case  at  papers  like  The 
Advocate  in  Baton  Rouge,  La.,  where 
Hugh  Broussard  has;  been  using  some  of 
TMS’  nonsubscriber  products  since  the 
early  1990s.  Broussard  says  one  of  these 
products  earned  his  paper  nearly  $800,000 
in  advertising  revenue  last  year  alone. 

“What  we’re  providing  is  a  way  for  an 
advertiser  to  do  business  with  us  and  try  to 
reach  everybody  in  the  marketplace  at  a 
very  competitive  rate,”  he  says.  “The  news¬ 
paper  does  the  job  for  a  whole  lot  of  busi¬ 
nesses  that  advertise  on  a  regular  basis.  For 
the  rest,  these  publications  are  perfect.” 


Gannett  Co.’s  USA  WEEKEND  also  pub¬ 
lishes  a  number  of  special  sections,  distribut¬ 
ing  them  with  its  weekly  publication  to  more 
than  43  million  readers  nationwide.  These 
inserts  fit  nicely  into  the  middle  of  USA 
weekend's  regular  product  and  have  tabs 
that  rise  over  the  top  of  the  magazine,  so 
readers  can  locate  them  ea;|jly.  USA  WEEK¬ 
END  doesn’t  do  these  sections  alone: 
Kiplinger’s  financial  publication  helps  pub¬ 
lish  and  provides  editorial  content  for  two  of 
them,  while  Car  &  Driver  magazine  handles 
the  editorial  content  for  an  October  issue  that 
showcases  new-model  automobiles. 

CEO  and  editor  Marcia  Bullard  says  the 
special  sections  she  has  published  with 
Kiplinger’s  and  Car  &  Driver  have  been  so 
successful  that  this  fall  U^A  WEEKEND 
will  publish  a  technology-oriented  section 
with  Family  PC  magazine.  In  describing 
the  newest  supplement,  Bullard  stresses 
how  these  relationships  benefit  both  the 
magazines  and  USA  WEEKEND. 

“These  sections  are  a  great  opportunity 
for  us  to  present  our  readers  with  editorial 
from  experts  in  a  specific  field,”  Bullard 
says.  “For  the  magazines,  it’s  a  great 
opportunity  to  gain  exposure  to  a  general 
audience  they  might  not  otherwise  reach.” 

While  other  special  sections  are  delivered 


with  holes  for  local  ads, 

USA  WEEKEND'S, 

Kiplinger’s,  and  Car  & 

Driver  supplements 
come  pre-packaged  with 
national  and  regional 
advertisements. 

Subscribing  newspa¬ 
pers  don’t  share  in  the  ad 
revenue,  and  they  pay 
USA  WEEKEND  for  the 
publication.  But  they  do  get  a  top-notch  edi¬ 
torial  product  that  many  newspapers  could¬ 
n’t  afford  to  produce  themselves:  something 
to  strengthen  the  bond  with  their  readers. 

William  Jeanes,  former  publisher  of  Car 
&  Driver,  says  the  strong  editorial  content 
is  why  USA  WEEKEND'S  theme-oriented 
products  work  so  well. 

“They  take  the 
‘New  Cars’  package 
and  build  a  subsection 
around  it,”  says 
Jeanes,  who  participat¬ 
ed  in  the  special  section 
from  1989  until  he 
retired  in  1996. 

Parade  magazine  has 
taken  an  opposite 
approach  to  local  adver¬ 
tisers.  Instead  of  pre¬ 
packaging  special  sections 
like  USA  WEEKEND, 
Parade  offers  subscribing 
newspapers  the  opportunity 
to  run  four  or  eight  pages  of 
local  advertisements  in  conjunction  with 
one  of  the  publication’s  theme-oriented 
issues  throughout  the  year.  Some  of  these 
publications  include  the  annual  “What 
People  Earn,”  “What  America  Eats,”  “Live 
Longer,  Better,  Wiser,”  and  “Plug  In.” 

The  program  is  called  Parade  Plus,  and 
so  far,  subscribing  newspapers  have 
responded  with  great  interest.  Over  the  last 
10  years,  the  number  of  participating 
papers  has  grown  from  10  to  more  than  20. 
That  number  could  top  25  this  year.  Parade 
supplies  the  editorial  content,  and  subscrib¬ 
ing  papers  sell  either  four  or  eight  pages  of 
advertisements  from  local  advertisers  at 
least  30  days  in  advance.  According  to 
Fred  John.son,  Parade's  senior  vice  presi¬ 
dent  and  director  of  newspaper  relations. 
Parade's  role  in  this  arrangement  is  basi¬ 
cally  that  of  a  commercial  printer.  Johnson 
says  the  model  allows  subscribing  newspa¬ 
pers  to  target  the  market,  set  the  advertising 
rates,  and  enjoy  the  ensuing  rewards. 

“Think  of  what  this  offers  local  advertis¬ 
ers,”  Johnson  says.  “Where  else  would 
these  organizations  have  the  opportunity  to 
run  four-color,  magazine-quality  ads  in  a 
publication  that’s  going  out  to  hundreds  of 
thousands  of  readers?  For  these  newspa- 
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Tlie  1999  Awards  for  Excellence  in  Newspaper  Marketing 


for  the  Circulation 


We’re  proud  to  have  been  chosen  for  four  INMA  awards  this  year,  including  first 
place  for  our  multi-media  brand  campaign.  It’s  nice  to  win  awards.  But,  as  our  circU' 
lation  Figures  show,  it’s  even  nicer  to  win  new  readers.  More  and  more  people  are 
turning  to  the  Times  Colonist  for  our  blend  of  local  voices  and  world  views. 


2621  Douglas  St.,  Victoria,  British  Columbia,  Canada  VST  4M2  •  T:  250.380.521 1 


8;^  EWSPAPERS  Win 
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The  year  was  1931.  Herbert  Hcx)ver  was  president.  And 
newspapers  were  just  starting  to  promote  themselves. 

James  Wright  Brown,  a  man  of  vision  and  the  president 
of  Editor  &  Publisher  magazine,  saw  how  important  the 
marketing  of  newspapers  would  one  day  he.  He  approached 
the  newly  organized  National  Promotion  Managers’ 
Organization,  which  later  became  the  International 
Newspaper  Marketing  Asscxiation,  with  an  idea  for  a  con¬ 
test  to  honor  the  best  and  brightest  in  the  new  and  exciting 
profession. 

Sixty-eight  years  later,  the  business  of  newspaper  mar¬ 
keting  is  exploding.  What  began  primarily  as  in-paper  pro¬ 
motion  is  rocketing  onto  radio,  television,  the  Internet, 
billboards,  interior  and  exterior  bus  Kiards,  and  an  incredi¬ 
ble  array  of  premium  and  incentive  items.  Newspapers  are 
developing  reader  contests,  community  service  events,  mul¬ 
timedia  projects,  public  relations  programs,  and  direct  mail 
campaigns. 

In  1999  the  Editor  &  Publisher/  INMA  Awards  gener¬ 
ated  1,563  entries  in  17  different  categories  from  27  different 
countries  around  the  world.  The  judging  tcx^k  place  in 
Tampa,  Fla.,  where  the  Tampa  Tribune  put  together  a  team  of 
top-notch  advertising,  newspaper,  and  marketing  profession¬ 
als  to  judge  the  competition.  Translators  were  on  hand  to 
explain  the  various  foreign-language  campaigns.  TTie  judges 
selected  first  and  second  prizes  for  each  of  the  categories  in 
four  circulation  groups,  from  under  50,000  to  over  300,000. 

TTtis  year  three  new  categories  were  added  to  reflect 
new  directions  within  the  industry.  For  the  first  time,  news¬ 
papers  were  judged  on  any  new  program,  prcxJuct  or  idea 
that  yielded  a  new  source  of  revenue  for  the  newspaper,  the 
best  use  of  a  current  news  topic  to  promote  a  newspaper  and 
on  outstanding  results  achieved  from  a  promotional  pro¬ 
gram  or  campaign. 

The  awards  were  handed  out  at  the  69th  annual  INMA 
World  Congress  of  Newspap>er  Marketing  on  May  24  at  the 
Hotel  Inter-Continental  in  Miami.  Several  papers  won 
more  than  one  award,  led  by  the  Times  Colonist  in  Victoria, 
British  Columbia,  Canada,  with  five;  the  Cape  Argus  in 
Cape  Town,  South  Africa,  El  Pais  in  Montevideo,  Uruguay, 
Frankfurter  Allgemeine  Zeitung  in  Frankfurt  am  Main, 
Germany,  Los  Tiempos  in  Cochabamba,  Bolivia,  and  the 
Spokesman  Review  in  Spokane,  Wash.,  USA  followed  with 
four  each. 

Top  overall  awards  were  presented  to  the  Cape  Argus 
for  Excellence  in  Copywriting;  the  Frankfurter  Allgemeine 
Zeitung  for  Excellence  in  Graphic  Design;  and  the  Berliner 
Zeitung  in  Berlin,  Germany,  for  Best  of  Show. 

“There  was  so  much  diversity  in  the  competition,  and 
the  work  was  so  distinctive,”  says  Earl  Wilkinson,  executive 
director  of  the  INMA.  “We  were  impressed  by  the  level  of 


creativity  in  Scandinavia,  the  sophistication  in  Latin 
America,  and  the  research  standards  in  the  Benelux  coun¬ 
tries.” 

Contest  Committee  Chairman  Debra  Alward,  who  is 
assistant  to  the  editor  of  the  Pittsburgh  Post-Gazette,  nt)ted 
that  there  was  more  strategic  marketing  this  year. 
“Newspapers  are  articulating  strategies,  and  we’re  seeing 
real  increases  in  revenue,”  Alward  says.  “Newspapers  are 
understanding  what  they  are  doing  and  getting  measurable 
results.” 

The  range  of  ideas  and  creativity  was  extraordinary.  El 
Pais  in  Uruguay  ran  a  series  of  advertisements  with  shirking 
headlines  and  powerful  photos  to  help  the  people  affected 
by  the  fltx^ding  in  the  interior  of  the  country.  Diario  de 
Pernambuco  in  Recife,  Brazil,  used  provocative  photos  and 
ad  copy  to  provoke  discussion  on  race  discriminatitjn  in 
Brazilian  society,  while  the  Asbury  Park  Press  in  Neptune, 
N.j.,  gave  out  coffee  cups  drawn  by  Pulitzer  Prize-winning 
carttx^nist  Steve  Breen  with  the  faces  of  famous  New 
Jerseyans,  including  Bruce  Springsteen,  Frank  Sinatra  and 
Danny  DeVito. 

Some  papers  utilized  humor  to  get  their  message  across. 
Driving  through  Scranton,  Pa.,  it  was  hard  for  anyone  to 
miss  the  Times/Tribune’s  GET  THE  PAPER  billboard  with  a 
painting  of  a  potbellied  couch  pxitato  who  is  too  exhausted 
to  watch  the  1 1  o’clock  news.  Miami  Herald  readers  chuck¬ 
led  over  comical  visuals  in  a  classified  advertising  campaign. 
And  in  British  Columbia,  Times  Colonist  readers  got  a 
charge  out  of  a  TV  commercial  featuring  a  real  letter  to  the 
editor,  which  said,  in  sum,  this  is  Canada  and  we’re  sick  of 
Bill  Clinton  and  Monica  Lewinsky. 

Brand  advertising  campaigns  mushroomed  around  the 
world,  as  competition  encouraged  newspapers  to  switch 
from  merely  selling  papers  to  positioning  and  defining 
themselves  in  the  marketplace.  In  British  Columbia, 
encroachment  from  national  dailies  and  weeklies  led  the 
Times  Colonist  to  develop  an  ambitious  multimedia  cam¬ 
paign  that  would  give  Victoria  readers  a  clear  vision  of  what 
the  paper  was  all  about.  In  Germany,  the  Frankfurter 
Allgemeine  Zeitung  used  international  celebrities  to  reinforce 
its  image,  “There  is  always  a  clever  mind  behind  it.” 

“As  an  international  show,  we  are  showcasing  the  best 
of  the  best,”  says  Colin  Phillips,  publisher  of  Editor  and 
Publisher  magazine,  who  is  taking  his  great-grandfather’s 
vision  into  the  21st  century.  “The  competition  is  a  great 
inspiration  for  the  entire  newspaper  industry.  Each  year,  it’s 
exciting  to  see  how  much  there  is  to  learn  from  colleagues 
at  newspapers  of  all  different  circulation  sizes  in  all  parts  of 
the  world.”  ♦ 

Articles  in  this  special  E&PIINMA  Awards  Section  written  by: 

Joanna  Wolper,  a  print  and  television  joumatist 
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CATEGORY  1:  IN-PAPER  PROMOTION  -  Readership 
Under  50,000 

1st:  Los  Tiempos,  Cochabamba,  Bolivia,  “La  Revista” 

2nd: Los  Tiempos,  Cochabamba,  Bolivia,  “Signo  De  Los  Tiempos’ 
50,000-  125,000 

1st: Cope  Times,  Cape  Town,  South  Africa,  “Mandela  Birthday” 
2nd: Cope  Times,  Cape  Town,  South  Africa,  “Snakeskin” 
125,0(X3- 300,000 

1st:  Berliner  Zeitung,  Berlin,  Germany,  “Real  Estate  Campaign  *2 
2nd:0  Dia,  Rio  de  Janeiro,  Brazil,  “Introducing  ‘O  DiV  In 
Full  Color” 

Over  300,000 

IstFrankurter  AUgemeine  Zeitmg,  Frankfurt  am  Main, 
Germany,  “There  Is  Always  A  Clever  Mind  Behind  It” 
2nd:  Rocky  Mountain  News,  Denver,  Colo.,  USA,  “Mile  High 
Style” 

CATEGORY  2:  IN-PAPER  PROMOTION  -  Advertising 
Under  50,000 

Isf.Daily  Camera,  Boulder,  Colo.,  USA,  “Free  Up  Your  Life” 
2nd:TaIous  Sanomat,  Helsinki,  Finland,  “Plug/Grater” 

50,000  -  125,000 

1st: Pensacola  News  Journal,  Pensacola,  Fla.,  USA, 

“Truck,  Couch,  Piano” 

2nd:Crain’s  Chicago  Business,  Chicago,  Ill.,  USA, 
“Anniversary” 

125,000-300,000 

lst:A/tenposten,  Oslo,  Norway,  “Meeting  Campaign” 

2nd:  El  Pafs,  Montevideo,  Uruguay,  “Sopa  De  Letras” 

Over  300,000 

1st: The  Miami  Herald,  Miami,  Fla.,  USA,  “Classified 
Campaign:  Opera  Boy,  Diver,  Divorce” 

2nd: Journal  de  Montreal,  Montreal,  Canada, 

“Divorce/Abri  Tempo/R6paration” 


CATEGORY  3:  PRINTED  MATERIALS  -  Readership 
Under  50,000 

1st:  Northwest  Florida  Daily  News,  Fort  Walton  Beach,  Ha.,  USA, 
“You’re  Never  Too  Young” 

2nd:  Mid- Valley  Sunday,  Corvallis,  Ore.,  USA,  “Mid-Valley 
Sunday  Introduction” 

50,000  -  125,000 

1st:  Basler  Zeitung,  Basel,  Switzerland,  “Abo-Verkaufswerbung” 

2nd:  The  Macon  Telegraph,  Macon,  Ga.,  USA,  “Reader’s 
Guide” 

125,000-  300,000 

1st:  De  Twentsche  Courant  Tuixintia,  Enschede, 

[  The  Netherlands,  “OranjegevoelT’ 

2nd:  The  Vancouver  Sun,  Vancouver,  British  Columbia, 

Canada,  “When  You  Need  To  Know” 

Over  300,000 

ht:  Frankfurter  AUgemeine  Zeitung,  Frankfurt  am  Main, 
Germany,  “There’s  Always  a  Clever  Mind  Behind  It” 

2nd: Sacramento  Bee,  Sacramento,  Calif.,  USA,  “Sacbee.com 
image  ads” 

CATEGORY  4:  PRINTED  MATERIALS  -  Advertising 
Under  50,000 

lst:Metro  West  Daily  News,  Framingham,  Mass.,  USA,  “Metro 
West  Daily  News  Relaunch  Advertiser” 

2nd:  Antelope  Valley  Press,  Palmdale,  Calif.,  USA,  “Special 
Sections  Calendar” 

50,000  -  125,000 

1st:  DAWN,  Karachi,  Pakistan,  “If  Your  Product  Is  Not  Here 
Internet  Brochure” 

2nd:  Quod-City  Times,  Davenport,  Iowa,  USA,  “On  The  Road 
Brochure” 

125,000-  300,000 

1st:  Pittsburgh  Tribune-Review,  Pittsburgh,  Pa.,  USA,  “Spanish 
Trip  Mailer” 

2nd:0  Did,  Rio  de  Janeiro,  Brazil,  Ronaldo  Conde,  “Aparece 
De  Cara”/lntroducing  Informations  New  Look 
Over  300,000 

1st: The  New  York  Times,  New  York,  N.Y.,  USA,  “Agency 
Postcard  Campaign” 

2nd:  The  Dallas  Morning  News,  Dallas,  Texas,  USA, 

“Baseball  ’98” 

CATEGORY  5:  RADIO  PROMOTION 

Under  50,000 

1st:  Son  Angelo  Standard-Times,  San  Angelo,  Texas,  USA, 
“Fast,  Fast,  Fast” 

2nd:  Doily  Hampshire  Gazette,  Northampton,  Mass.,  USA,  “Get 
It  All!  -  On  The  Radio” 

50,000-125,000 

1st:  Cape  Argus,  Cape  Town,  South  Africa,  “Cape  Argus 
Campaign” 

2nd:  Cape  Argus,  Cape  Town,  South  Africa,  “Clairvoyant” 
125,000  -  300,000 

1st:  Lexington  Herald-Leader,  Lexington,  Ky.,  USA,  “Outback 
Bowl” 
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2nd:  2] St  Century  Newspapers,  Mt.  Clemens,  Mich.,  USA, 
“Thrilling  I^ys  Of  Yesteryear” 

Over  300,000 

1st: San  Francisco  Chronicle,  San  Francisco,  Calif.,  USA, 
“Brand  Radio” 

2nd: San  Francisco  Chronicle,  San  Francisco,  Calif.,  USA, 
“Marin  Radio” 

CATEGORY  6:  TELEVISION  PROMOTION 

Under  50,000 

lst:Taious  Sanomat,  Helsinki,  Finland,  “Plug,  Grater,  Mall 
Door" 

2nd: Burlington  County  Times,  Willingboro,  N.J.,  USA,  “Open 
Your  Eyes” 

50,000-  125,000 

1st:  Morgunbladid,  Reylgavik,  Iceland,  “Always  Something  New” 

2nd:  Pensacola  News  Journal,  Pensacola,  Fla.,  USA,  “House” 
125,000  -  300,000 

1st:  The  New  Zealand  Herald,  Auckland,  New  Zealand, 
“Weekend  Herald” 

2nd:  The  New  Zealand  Herald,  Auckland,  New  Zealand,  “Q  &.  A” 
Over  300,000 

1st: San  Francisco  Chronicle,  San  Francisco,  Calif.,  USA, 
“Columnist  Ads” 

2nd: Milwaukee  journal  Sentinel,  Milwaukee,  Wis.,  USA, 

“N  ancy/Bob/Crocker” 

CATEGORY  7:  OOTDOOR/POlNT-OF-PlJRCtiASE/DISPlAY 

Under  50,000 

1st:  Waikato  Times,  Hamilton,  New  Zealand,  “Classified 
Snowboarder” 

2nd:  Doily  Camera,  Boulder,  Colo.,  USA,  “BoulderNews  Bus  Sign” 
50,000-  125,000 

1st:  The  Times/Tribune,  Scranton,  Pa.,  USA,  “Get  The  Paper” 

2nd: The  Augusta  Chronicle,  Augusta,  Ga.,  USA,  “Use  A 
Mouse  To  Fetch  The  Paper” 

125,000-300,000 

1st:  Berliner  Zeitung,  Berlin,  Germany,  “Real-Estate 
Campaign#!” 

2nd:Morgenpost  Sachsen,  Dresden,  Germany,  “Pets” 

Over  300,000 

1st:  The  Seattle  Times,  Seattle,  Wash.,  USA,  “Today  Only 
Happens  Once” 

2nd:  San  Francisco  Examiner,  San  Francisco,  Calif.,  USA, 
“Still  just  24  Cents” 


CATEGORY  8:  MULTIMEDIA  PROMOTION 

Under  50,000 

1st:  Evening  Echo,  Cork,  Ireland,  “New  Evening  Echo 
Creative  Campaign” 

2nd:  Los  Tiempos,  Cochabamba,  Bolivia,  “Clasificados” 

50,000  -  125,000 

1st:  Times  Colonist,  Victoria,  British  Columbia,  Canada, 
“Brand  Campaign” 

2nd:  Cope  Argus,  Cape  Town,  South  Africa,  “Cape  Argus” 
125,000-  300,000 

1st:  The  Vancouver  Sun,  Vancouver,  British  Columbia, 
Canada,  “Queue” 

2nd:Morgenavisen  Jyllands-Posten,  Viby,  Denmark,  “jP-Explorer” 
Over  300,000 

1st:  The  Toronto  Star,  Toronto,  Canada,  “It’s  Where  You  Live” 

2nd: Star  Tribune,  Minneapolis,  Minn.,  USA,  “Demand” 

CATEGORY  9:  NEWSPAPER  RESEARCH/DATA  BOOKS 

Under  50,000 

lst:LeDroit,  Ottawa,  Canada,  “Un  Outil  Indispensable” 

2nd:  The  Herold-Times,  Bloomington,  Ind.,  USA,  “Market  Book” 
50,000-  125,000 

1st:  The  Macon  Telegraph,  Macon,  Ga.,  USA,  “Publix 
Grocery  Presentation” 

2nd:  Liverpool  Daily  Post,  Liverpool,  England,  UK,  “Wales 
Readership  Survey” 

125,000-  300,000 

1st: Thomson  Central  Ohio  Newspapers,  Newark,  Ohio,  USA, 
“Thomson  Central  Ohio  Sales  Materials” 

2nd: The  Sbokesman-Review,  Spokane,  Wash.,  USA, 
“Nordstrom  Presentation” 

Over  300,000 

1st: The  Tampa  Tribune,  Tampa,  Fla.,  USA,  “1998  Market  &. 
Media  Book” 

2nd:  The  Dallas  Morning  News,  Dallas,  Texas,  USA,  “Radio 
Advertising  In  Dallas/Fort  Worth” 

CATEGORY  10:  PREMIUMS/INCENTIVES 

Under  50,000 

1st:  The  Gaston  Gazette,  Gastonia,  N.C.,  USA,  “Can  You 
Beat  Monte?"  (T-shirt) 

2nd:  Daily  Camera,  Boulder,  Colo.,  USA,  “Mine.  All  Mine.”  (T-shirt) 
50,000-  125,000 

1st:  Times  Colonist,  Victoria,  British  Columbia,  Canada, 
“T-Shirt” 

2nd:  The  Examiirer,  Cork,  Ireland,  “The  Examiner  Calendar” 
125,000  -  300,000 

lst:AsbuTy  Park  Press,  Neptune,  N.j.,  USA,  “Steve  Breen 
Pulitzer  Prize  Winner  Mug” 

2nd:  The  Spokesman-Review,  Spokane,  Wash.,  USA,  “Road 
Tested”  (3D  Volkswagen  bus) 

Over  300,000 

1st: The  New  York  Times,  New  York,  N.Y.,  USA,  “Expect  The 
World  Lenticulars” 

2nd:  National  Post,  Toronto,  Canada,  “National  Post 
Umbrella”  (extra-long  umbrella) 

CATEGORY  1 1 :  READER  CONTESTS 

Under  50,000 

1st: The  Monroe  Evening  News,  Monroe,  Mich.,  USA, 
“Everybody  Loves  Ray” 

2nd:  Antelope  Valley  Press,  Palmdale,  Calif.,  USA,  “Draw  Your 
Mom  Mother’s  Day  Contest” 
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Investment  Bankers  to  the  Newspaper  Industry 

Brokerage  ♦  Valuations  •  Financing 


Community  Newspa|>er  Holdings,  Inc. 

Independent  Newspapers  Limited 

luu  a<-<|uirr«t 

one  Ilf  New  Zealamfs  latest  media  cimipanies 

haa  anld  ihe  aHiiela  tiT 

45  L'.S.  newspapers 

fntm 

Houston  Community  Newspapers,  Inc. 

publisher  ttf 

Hollinger  International  Inc. 

1.5  I'nmmunily  new»|N^«ers  and  a  hualinfi  newsfMper 

for  appniximalely 

U. 

$472,000,000 

Westward  Communications,  LLC 

We  initiated  the  transaction 
and  actefi  as  financial  advisor  to 
(Community  Newspafier  Holdings.  Inc. 

W'e  initiateil  the  transaction,  acted  as  Hnancial 
advisor  to,  and  assisteil  in  the  negotiations  as  the 
representative  of  liide|)endent  Newspapers  Limiteil. 

February  19*19 

Aufnial  1<)98 

Veronis,  Suhler  a  Associates  Inc. 

Veronis,  Suhler  a  Associates  Inc. 

Indepemlent  Newspapers  Limited 

Meridian  Venture  l^rtners 

one  of  New  ZealaiHl'a  lanieal  media  ctHnpanirR 

ha>  Bold 

haa  Miki  ihe  aaaela  of 

Legal  Communications  Ltd. 

West  Coast  Community  Newspapers,  Inc. 

The  LegttI  InleUigeruer,  /Vn/urfiania  Lait  9fekl>,  Philadelphia  Court 

IHibliaher  of 

Reporter.  Dutnct  &  CouiO  RepitrU,  legai.unline  \eusleUer 

12  rtanmunily  newopapetw. 

ami  the  operator  of  the  legal  online  aervii-ea 

an  aria  ami  entertainmenl  weekly  ami  a  boalitifi  newspaper 

net  ami  [)eLA«  net 

to 

Amerk-an  Lawyer  Me<lia  Holdings,  Inc. 

Central  Valley  Publishing,  LLC 

1  portfolio  cianpany  of 

L'.S.  Ilquity  l^rtnerw.  LR 

We  initiated  the  transaction,  ai'ted  as  financial 

Waaaerslein  fVreila  Men-hant  Banking  (froup 

advisor  to,  ami  assiste<l  in  the  negotiations  as  the 

We  actetl  as  financial  advisor  to.  and  assisted 

representative  of  Inde|K*ndent  Newspapers  Liiniteil. 

.Augual  1*>98 

in  the  negotiations  as  the  representative  of 

Meridian  Venture  ftiilners. 

.Apnl  1<>«I8 

Veronis,  Suhler  a  Associates  Inc. 

Veronis,  Suhler  &  Associates  Inc. 

Robert  J.  Broaokatek 

Managing  Director 
bmadwater^veronissuhler.cufn 


The  Charles  S.  Rowe  Family 

lu.  M.lll  StX'k  .if 

The  Free  Lance-Star  Publishing  Co. 
of  Freiierickshurg,  VA. 

publiaher  <if 

The  Free  Lance-Star 

It  tlaiiy  nrwafMiper  !irrvin|(  ImierH-ksbuijuVinbnia 
«n<)  tifirnilor  <if  rwlio 

WFLS-FM  and  WYSK-FM/AM 
The  Josiah  P.  Rowe,  III  Family 

Wt*  acted  as  financial  advisor  to,  and  assisted 
in  the  negotiations  as  the  representative  of 
the  Charles  S.  Rowe  Family. 

Jantuin  1998 

Veronis,  Suhler  a  Associates  Inc. 


Veronis,  Suhler  &  Associates  Inc. 


3.50  Park  Avenue,  New  York,  NY  10022  •  (212)935-4990  •  FAX:  (212)935-0877  •  www.veronissuhler.com 


50,000-  125,000 

1st:  Times  Colonist,  Victoria,  British  Columbia,  Canada, 
“Forbes  &  Marshall  Baby  Pool” 

2nd:  News  &  Record,  Greensboro,  N.C.,  USA,  “Page  2  Payback’ 
125,000  -  300,000 

1st: The  Spokesman'Review,  Spokane,  Wash.,  USA,  “Reader 
Review” 

2nd:  The  Gatette,  Montreal,  Canada,  “Bye  Bye  Bills” 

Over  300,000 

1st:  The  Toronto  Star,  Toronto,  Canada,  “Hockey  Star” 

2nd:  The  Cindnnori  Enquirer,  Cincinnati,  Ohio,  USA,  “Home 
Sweet  HomeStakes” 

CATEGORY  12:  COMMUNITY  SERVICE 

Under  50,000 

lst:AnteIo|)e  Valley  Press,  Palmdale,  Calif.,  USA,  “Students 
Against  Drunk  Driving  (SADD)” 

2nd:  The  Herald-Times,  Bloomington,  Ind.,  USA,  “Hoosier 
Hills  Food  Bank” 

50,000-  125,000 

1st:  Diario  de  Pernambuco,  Recife,  Brazil,  “Conscience” 

2nd:  Times  Colonist,  Victoria,  British  Columbia,  Canada, 
“Victoria  Hospice  Challenge  Grant” 

125,000  -  300,000 

1st: El  Pais,  Montevideo,  Uruguay,  “Navidad  De  Corazon” 
2nd:  El  Pais,  Montevideo,  Uruguay,  “Campana  De  Abrigo” 
Over  300,000 

1st:  The  Orlando  Sentinel,  Orlando,  Fla.,  USA,  “Sentinel 
Santa  Charity  Jam” 

2nd:  The  Tampa  Tribune,  Tampa,  Ra.,  USA,  “Rorida  2012 
Brochures” 

CATEGORY  13:  PUBLIC  RELATIONS  PROGRAMS  &  EVENTS 

Under  50,000 

1st: The  Herald,  Rock  Hill,  S.C.,  USA,  “World’s  Largest  Yard  Sale* 
2nd:  Burlington  County  Times,  Willingboro,  N.j.,  USA,  “Teen 
Excellence” 

50,000-  125,000 

1st: The  Bakersfield  Californian,  Bakersfield,  Calif.,  USA, 
“Centennial  Open  House” 


2nd:  Liverpool  Daily  Post,  Liverp)ool,  England,  UK,  “Regional 
Business  Awards” 

125,000-300,000 

1st:  The  Spokesman-Review,  Spokane,  Wash.,  USA,  “Career  Fair” 

2nd:  The  Edmonton  Journal,  Edmonton,  Alberta,  Canada, 
“Christmas  In  November” 

Over  300,000 

lst:0  Globo,  Rio  de  Janeiro,  Brazil,  “Making  Of ....” 

2nd:  St.  Petersburg  Times,  St.  Petersburg,  Ra.,  USA,  “Times 
Festival  Of  Reading” 

CATEGORY  14:  NEWSPAPERS  IN  EDUCATION  fNlE) 

Under  50,000 

1st:  Northwest  Florida  Daily  News,  Fort  Walton  Beach,  Fla.,  USA, 
“Kids  Vote,  Too” 

2nd:  The  Elkhart  Truth,  Elkhart,  Ind.,  USA,  “Halloween  Tab” 

50,000-  125,000 

1st: The  Bakersfield  Californian,  Bakersfield,  Calif.,  USA, 
“Californian  In  Education” 

2nd:Notnngham  Evening  Post,  Nottingham,  England,  UK, 
“Two  Centuries  Of  Crime  &  Punishment” 

125,000-300,000 

Isf.Morgenavisen  Jyllands-Posten,  Viby,  Denmark, 
“JP-Explorer” 

2nd:  Dayton  Daily  News,  Dayton,  Ohio,  USA,  “Materials 
Produced  To  Promote  NIE” 

Over  300,000 

1st:  The  Tampa  Tribune,  Tampia,  Ra.,  USA,  “Build  An  Ad 
Program” 

2nd:  Fort  Worth  Star-Telegram,  Fort  Worth,  Texas,  USA. 
“When  They  Get  It,  They  Get  It” 

CATEGORY  15:  NEW  REVENUE  GENERATION 

Under  50,000 

lst:Los  Tiempos,  Cochabamba,  Bolivia,  “Serie  Negra” 

2nd:  Fort  Collins  Coloradoan,  Fort  Collins,  Colo.,  USA, 
“Once  In  A  Blue  Moon” 

50,000  -  125,000 

1st:  The  Macon  Telegraph,  Macon,  Ga.,  USA,  “Think  Big” 

2nd:  The  Bakersfield  Cahfomian,  Bakersfield,  Calif.,  USA, 
“Centennial  Special  Section” 
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“Iteaching  tommrm^ 
madets  today” 


http;//freezone.com 


“The  FreeZone  Web  site  and  printed  page  drive 
kids  to  our  content.  This  combination  of  Internet 
and  print  offerings  provides  a  safe  and  eng^g 
community  and  puts  The  Orange  County  Regist 
on  the  forefront  of  kids’  minds,  helping 
build  life-long  readers. 


Lyn  Killian 
New  Media  Market  Developmeia 
Orange  County  & 

CA, 


m 


3X1 


!9006 


lY a  Thomson 
Target 
Media 

800-217-8679 

moreinfo@ttmeclia.com 


TTM  Products:  Entertainment  Coverstoiy,  'nology:  Kids  and  Famiiies;  Curiocity  for  Kids,  and  Curiodty’s  FreeZone: 
Sports  and  Outdoor  Recreation:  Basketball  This  Week,  Pro  Football  This  Week,  Track  &  Speed:  Healtii  and  Fitness:  ActiveTimes,  healthfile.  Zeal 


125,000  -  300,000 

1st:  El  Pais,  Montevideo,  Uruguay,  “Mascotas- Amigos  En  Casa” 
2nd:  Neue  Westfdlische,  Bielefeld,  Germany,  “ERWIN- 
Veranstaltungsmagazin  NW” 

Over  300,000 

1st: The  New  York  Times,  New  York,  N.Y.,  USA,  “New  York 
Times  Photo  Collection” 

2nd:Star  Tribune,  Minneapolis,  Minn.,  USA,  “Unique  Lives 
And  Experiences” 

CATEGORY  16:  BEST  USE  OF  A  CURRENT  NEWS  TOPIC 
TO  PROMOTE  THE  NEWSPAPER 

Under  50,000 

1st:  Waikato  Times,  Hamilton,  New  Zealand,  “Shield  Rugby” 
2nd:  Waikato  Times,  Hamilton,  New  Zealand,  “Classified  Tax 
Cut” 

50,000  -  125,000 

1st:  Times  Colonist,  Victoria,  British  Columbia,  Canada,  “Fed  Up” 
2nd:  The  Times/Tribune,  Scranton,  Pa.,  USA,  “High  In  School” 
125,000  -  300,000 

1st:  El  Universal,  Caracas,  Venezuela,  “Elecciones  ’98” 

2nd: Syracuse  Newspapers,  Syracuse,  N.Y.,  USA,  “Historic 
Titanic  Pages” 


Over  300,000 

1st:  La  Depeche  du  Midi,  Toulouse,  France,  “La  Depeche  Verte” 
2nd: The  Hartford  Courant,  Hartford,  Conn.,  USA,  “Deadly 
Restraints” 

CATEGORY  17:  OUTSTANDING  RESULTS 

Note:  Only  one  First  and  one  Second  place  awarded  regardless  of  circulation. 
1st:  Frankfurter  Allgemeine  Zeitung,  Frankfurt  am  Main, 
Germany,  “There’s  Always  A  Clever  Mind  Behind  It” 
2nd:  The  Herald,  Rock  Hill,  S.C.,  USA,  “From  Fun  To  Funds” 

EXCELLENCE  IN  COPYWRITING: 

Cape  Argus,  Cape  Town,  South  Africa,  “Cape  Argus  Campaign” 
(audio)  Category  5:  Radio  Promotion  -  circulation  50,000-125,000 

EXCELLENCE  IN  GRAPHIC  DESIGN: 

Frankfurter  Allgemeine  Zeitung,  Frankfurt  am  Main,  Germany, 
“There  Is  Always  A  Clever  Mind  Behind  It”  Category  1:  In- 
Paper  Promotion:  Readership  -  circulation  over  30O,OOO 

BEST  OF  SHOW: 

Berliner  Zeitung,  Berlin,  Germany,  “Real  Estate  Campaign  *2" 
(3b)  Category  1:  In-Paper  Promotion:  Readership  -  circulation 
125,000-300,000 


“BEST  IN  PRINT  1 999”  -  SEE  ALL  THE  WINNING  ENTRIES 

Details  about  all  of  this  year’s  First  Place  and  Second  Place  To  order,  simply  supply  your  name,  title,  company,  address. 


Certificate  of  Merit  winners  (print  categories)  are  available 
in  a  book  published  by  the  INMA,  The  Best  in  Print  1999. 
Photos  of  the  entries  are  accompanied  by  a  statement  of 
objectives  and  a  note  on  the  results  of  the  effort.  You’ll  also 
see  what  the  judges’  comments  were. 

This  collection  is  available  to  INMA  members  for  only 
US$60.  The  price  is  US$120  for  non-members. 


city/state/postal  code/country,  telephone  number,  and  fax 
number.  Checks  made  out  to  “INMA”  must  be  payable  in 
US$  drawn  on  a  U.S.  bank.  AMEX,  Mastercard  or  Visa 
charges  must  be  accompanied  by  your  card  number,  its  expi¬ 
ration  date  and  your  signature. 

Mail  orders  or  queries  to:  E&P/INMA  Awards,  10300  North 
Central  Expressway,  Suite  467,  Dallas,  TX  75231,  USA. 
Fax:  (214)  373-9112.  Phone:  (214)  373-9111. 


4- 

AWARDS  JUDGES: 

Phillip  Bennett,  V.P./Creative  Director,  Hallmark  Tassone 
Donna  Craig,  Partner,  Coyote  Design 
Paula  Creamer,  Marketing  Director,  Poster  Perfect 
Tom  Crooks,  President,  Fahlgren  Benito 
Candace  Crowe,  Principal,  Candace  Crowe  Design 
Dan  Paul  Dunaway,  Partner,  Coyote  Design 
Bob  Dimcan,  Southeast  Advertising  Manager,  The  Home  Depot 
Mark  Freid,  V.P. /Group  Creative  Director, 
Yesawich,  Pepperdine  &  Brown 


Thom  Giordano,  Marketing  Director,  Daytona  Beach  NewS'Joumal 
Marie  Huff-Hernandez,  Graphics  Department  Manager,  Enviroworks 


1 

Bill  Lipphardt,  CEO/Creative  Director, 

The  Lipphardt  Agency 

Ted  Moore,  Senior  Creative  Director j 

^Moore^pstein  Moore 

■  * 

Linda  Pottinger,  Creative  Services  Manager, 

Summit  Consulting,  Inc. 

Gene  Scanlan,  Creative  Director,  Creative  Arm 
Michael  Sherard,  Principal,  Sherard  Design 
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HUMOROUS 
CLASSIFIED  CAMPAIGN 
RESULTS  IN  SMILES 
AND  CALLS 

THE  MIAMI  HERALD 

Miami,  Fla.,  USA 
Circulation  -  Over  300,000 
First  Place  -  In-Paper  Promotion: 
Advertising 


The  building  superintendent  and  his  henchman  were  after 
him.  “Opera  Boy,”  playing  his  karaoke,  peeked  through 
his  keyhole.  They  were  going  to  kill  him  if  he  didn’t  stop  his 
performance.  His  sing-along  system  had  to  go. 

Opera  Boy’s  karaoke  was  one  of  three  items  fot  sale  in 
the  Miami  Herald's  award-winning  in-paper  classified  adver¬ 
tising  campaign.  The  strategy  was  to  find  a  way  to  stimulate 
sales  and  reach  a  broad  audience  of  both  businesses  and  con¬ 
sumers.  So  the  Herald  put  its  classified  department  together 
with  its  creative  service  team  and  the  two  groups  came  up 
with  a  campaign  that  made  the  Herald's  readers  laugh  out 
loud. 


house  creative  ser¬ 
vices  department  wftich 
has  16  members  led  by 
Whiddon,  who  has 
worked  for  agencies  in 
Miami,  Los  Angeles 
and  Texas  and  also  ran 
his  own  agency  for 
eight  years. 


Whiddon  finds 
developing  in-house 
advertising  for  a  news¬ 
paper  as  large  and 
diverse  as  the  Miami 
Herald  much  more  fun 
than  working  for  an 
agency.  “You  can  get 
shoehomed  in  an  agency  working  on  specialized  accounts. 
Here  we  are  actually  the  client,  not  an  outside  vendor.  We 
have  an  inside  track  of  what  is  going  on.  It  allows  us  to  be 
more  creative,  and  we  have  to  keep  the  message  ftesh.  TFiere 
are  so  many  different  ways  to  promote  a  newspaper  today,  and 
we  are  constantly  reinventing  ways  to  advertise  the  newspa- 


“My  creative  team 
does  all  the  work. 
We’re  copywriters,  art 
directors.  We  operate 
just  like  a  real  adver¬ 
tising  agency.” 


pers.” 


“We  wanted  to  reach  as  broad  a  group  of  people  as  pos¬ 
sible  and  concluded  that  the  one  factor  that  both  consumers 
and  businesses  had  in  common  was  humor,”  explains  Bill 
Whiddon,  head  of  creative  services.  “We  looked  for  odd 
things  people  sell  in  classified  like  a  karaoke  system  and 
played  up  the  situation.  We  made  the  ad’s  one  image  promi¬ 
nent  with  literally  no  body  copy  and  were  able  to  get  the 
reader’s  attention  quickly  —  and  hold  it  —  while  the  reader 
looked  for  the  humorous  payoff.” 

Whiddon’s  team  created  three  different  print  ads,  which 
ran  for  nine  months  generating  both  chuckles  and  sales. 

The  second  ad  features  a  once  happy  family  in  a  picture 
frame  with  the  man’s  face  ripped  out  of  the  photo.  The  hus¬ 
band  is  obviously  no  longer  a  part  of  this  picture-perfect  fam¬ 
ily  and  the  classified  tear  out  reads 
“Garage  sale  —  tandem  bike,  double 
kayak,  loveseat  and  other  items  too 
numerous  to  mention.” 

In  the  third  promotional  ad,  a  pet¬ 
rified  scuba  diver  is  underwater  with  the 
face  of  a  shark  reflected  in  his  mask.  The 
only  words  out  of  his  mouth  are  a  string 
of  dingbat  curses.  The  classified  copy 
says  —  “For  sale:  Scuba  gear  used  only 
once.” 

The  Miami  Herald's  ads  are  hip, 
young,  edgy  and  appeal  to  young  readers 
in  the  18-34  range.  They  run  as  full-, 
half-  and  quarter-page  ads  and  were  con¬ 
ceived  and  executed  by  the  paper’s  in¬ 


Classified  advertising  manager  Pat  Royal  says  the  pro¬ 
motional  campaign  delivered  exactly  what  her  department 
ordered.  “Things  were  slow  in  classified,  and  we  were  looking 
for  more  sales  in  the  private  party  area,”  Royal  says. 

“As  soon  as  the  ads  ran,  we  began  getting  calls  ftom  peo¬ 
ple  saying  ‘I  saw  your  karaoke  or  diver  ad.  Our  call  volume 
increased  8  to  10%  and  we  had  a  10%  jump  in  classified  ads.” 

The  judges  concluded  that  the  promotional  campaign 
was  strong  and  striking  and  the  visuals  terrific. 

“There  is  no  question  we  could  pinpoint  results,”  Royal 
adds.  “If  thete  is  a  doubt  in  anybody’s  mind  that  promotion 
works.  I’ll  say  it  does!” 


Introducing  DewarView  3.0 

A  newer  look  and  some  really 
cool  features.  Come  visit  us  at 
NEXP099,  booth  *1949  and  see 
what's  new  with  DewarView. 


Come  take  a 
newer  view  of 
DewarView. 


A  I  1  X 


IDl  tfosby  Drive  . 
Bertfnrd,  MA  OUJO 
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BRANDING  CAMPAIGN 
POSITIONS  THE 
NEWSPAPER  IN  ITS 
MARKET 

TIMES  COLONIST 

Victoria,  British  Columbia,  Canada 
Circulation  -  50,000  -  125,000 
First  Place  -  Multimedia  Promotion 
First  Place  -  Premiums/Incentives 
First  Place  -  Reader  Contest 
Second  Place  -  Community  Service 
First  Place  -  Best  Use  of  a  Current  News 
Topic  to  Promote  the  Newspaper 


Don’t  be  shcKked  if  you  see  people  walking  around  the 
inside  of  the  bus  in  Victoria,  British  Columbia.  They  are 
busy  reading  the  Times  Colonist’s  latest  controversial  issue 
campaign,  which  is  printed  on  every  one  of  the  25  interior 
bus  cards. 

The  bus  stories  are  only  one  part  of  the  Canadian  paper’s 
award-winning  marketing  campaign,  “Ltxal  Voices.  World 
Views.”  The  multimedia  strategy  —  which  includes  radio  and 
TV  spots,  in-paper  promotion,  outdoor,  exterior  and  interior 
transit,  contests,  and  giveaways  —  was  developed  as  the  new 
brand  statement  to  properly  pxjsition  the  paper  against  com¬ 
petition  from  Vancouver,  national  dailies  and  other  media. 

The  idea  for  a  campaign  began  because  the  Times 
Colonist  realized  it  had  to  redefine  itself  in  the  marketplace. 
The  paper  was  seen  as  parochial,  and  readers  considered  its 
jX)sition  on  serious  issues  and  hard  news  weak.  So  in  the 
spring  of  1998,  Peter  Baillie,  the  publisher  of  the  Times 
Colonist,  went  to  Copeland  Communications,  an  advertising 
agency  in  Victoria,  and  said,  “We  need  a  clear  vision  of  what 
this  paper  is  all  about.  Let’s  do  something  about  it.” 

Copeland  Communications  held  focus  groups  with  sub¬ 
scribers  to  determine  the  paper’s  strengths  and  weaknesses. 
Times  Colonist  executives  watched  and  listened  to  what  its 
readers  thought  alxrut  how  they  were  delivering  the  news. 

“We  found  that  people  wanted  the  newspaper  to  do  their 
thinking  for  them,  to  explain  how  world  events  affect  them 
personally,”  says  Dan  Dagg,  vice  president  of  Copeland 
Communications.  “They  wanted  news  from  around  the  world 
and  from  around  the  comer.” 

Armed  with  the  consumer  information,  the  Times 
Colonist  staff  went  right  to  work  revamping  the  pap)er.  They 
kept  their  commitment  to  local  news,  but  added  new  sections 
putting  more  emphasis  on  national  and  international  news. 
They  also  expanded  the  editorial/opinion  pages  and  renamed 
the  pages  “Voices.” 

Then  they  began  an  ambitious  and  sophisticated  cam¬ 
paign  to  introduce  the  redesigned  paper  to  the  public. 

“Newspapers  are  all  about  reading  and  w’ords,  so  we  came 
up  with  a  multimedia  creative  campaign  using  the  power  of 


the  written  word,”  explains 
Copeland’s  account  manager 

Janet  Pearce.  “We  used  the  written  word  to  cause  people  to 
think.” 

The  TV,  bus  and  in-paper  advertising  campaign  is  com¬ 
pletely  copy-oriented.  It  uses  engaging  and  animated  type  to 
reflect  topical  and  important  issues  that  affect  the  people  of 
Victoria,  like  sex  and  drugs,  peer  pressure,  and  kids  killing 
other  kids.  In  one  TV  spot,  they  used  an  actual  letter  to  the 
editor  commenting  about  how  fed  up  Canadians  were  with 
the  Clinton/Lewinsky  coverage. 

The  campaign’s  immediate  success  stunned  everyone. 
Within  six  weeks,  the  Times  Colonist  had  a  5%  increase  in 
home  delivery  circulation.  While  newspaper  sales  were 
declining  all  over  Canada,  the  “Lcx;al  Voices.  World  Views.” 
power-of-the-word  campaign  reversed  negative  trends  in 
both  market  share  and  subscriptions. 

But  the  Times  Colonist  didn’t  stop  there.  It  created  an 
innovative  radio  spot  campaign  hosted  by  the  paper’s  editor 
in  chief  Bob  Pcx>le.  Pcx)le  discusses  breaking  stories  and  asks 
listeners  to  call  or  send  a  response  to  the  letters  to  the  editor 
page.  The  turnaround  time  on  the  radio  news  spots  is  24 
hours.  The  radio  spots  reach  out  and  engage  readers  and  rein¬ 
force  the  relevance  and  immediacy  the  paper  promises  to 
deliver. 

“We  had  a  great  response  to  the  radio  ads,”  says  Marie 
Zirk,  marketing  and  distribution  manager  in  reader  sales  and 
service.  “More  people  are  calling  Bob,  and  our  “Voices”  page 
often  goes  to  three  pages.” 

The  newspapxir’s  enterprising  campaign  was  not  only  a 
marketing  phenomenon,  it  was  a  team  effort  and  a  creative 
coup.  In  this  year’s  E&P/INMA  competition,  the  Times 
Columnist  won  five  awards  —  First  Place  for  Best  Multimedia 
Promotion,  Best  Premiums/Incentives,  Best  Reader  Contests, 
and  Best  Use  of  a  Current  News  Topic  to  Promote  the 
Newspaper  as  well  as  a  Merit  Award  for  Community  Service.  ♦ 
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A  CLEVER  CAMPAIGN 
WITH  “A  CLEVER 
MIND”  BEHIND  IT 


FRANKFURTER  ALLGEMEINE  ZEITUNG 
Frankfurt  am  Main,  Germany 
Circulation  -  Over  300,000 
First  Place  -  In-Paper  Promotion:  Readership 
First  Place  -  Printed  Materials:  Readership 
First  Place  -  Outstanding  Results 
Excellence  in  Graphic  Design 


The  German  people  went  wild  when  the  chairman  of 
Deutsche  Bank  shouted  that  a  50  million  deutsche  mark 
settlement  with  workers  was  “PEANUTS!”  But  even 
though  the  public  called  him  arrogant  and  unfeeling, 
Hilmar  Kopper  didn’t  lose  his  sense  of  humor.  Instead  the 
chairman  of  the  board  climbed  on  top  of  a  trainload  of 
peanuts,  crossed  his  legs  and  read  Frankfurter  Allgemeine 
Zeitung. 

For  50  years,  the  dominant  image  of  Frankfurter 
Allgemeine  Zeitung  in  Frankfurt  am  Main,  Germany  has 
been  the  slogan,  “There  is  always  a  clever  mind  behind  it,” 
accompanied  by  an  icon  of  an  unidentified  man  or  woman 
sitting  with  crossed  legs  behind  the  newspaper.  So  when  it 
came  time  to  develop  a  new  campaign,  the  executives  of 
the  Frankfurt  newspaper  had  no  intention  of  giving  up 
either  of  those  symbols. 

“One  of  the  big  assets  of  Frarxkfurter  Allgemeine  is  its 
solidity  and  no-nonsense  approach  to  news,”  says  Sebastian 
Turner,  managing  partner  of  the  Berlin  agency  Scholz  and 
Friends,  which  created  the  campaign  in  conjunction  with 
Jan  Pierre  Klage,  director  of  the  Frankfurt  newspaper’s  mar¬ 
keting  department. 

“This  is  not  a  paper  riddled  by  relaunches  and 
redesigns.  It  is  very  stable  and  has  never  focused  on  fast 
change,”  Turner  explains.  “It  is  dedicated  to  quality  jour¬ 
nalism.  So  when  we  pitched  our  concept,  we  decided  to 
keep  its  core  and  rejuvenate  it.” 

The  image  or  brand  campaign  of  Frankfurter  Allgemeine 
Zeitung  is  targeted  at  upscale  educated  readers.  The  goal  is 
to  define  the  newspaper  and  what  it  stands  for.  It  is  up  to 
the  reader  to  decide  whether  he  is  interested  in  this  kind  of 
product. 

The  campaign  poses  national  and  international  celebri¬ 
ties  in  a  location  that  symbolizes  what  they  represent.  Billy 
Wilder,  the  California  movie  director,  who  once  lived  in 
Berlin,  crosses  his  legs  in  front  of  the  well-known 
Hollywood  sign.  Kurt  Masur,  music  director  of  the  New 
York  Philharmonic,  peruses  his  paper  on  top  of  the  Chrysler 
Building.  Friedrich  Nowottny,  known  as  the  Walter 
Cronkite  of  Germany,  is  behind  a  row  of  television  sets  fea¬ 
turing  the  rest  of  Germany’s  anchormen,  who  seem  to  be 
watching  Nowottny  read  Frankfurter  Allgemeine  Zeitung. 

However,  none  of  the  faces  of  the  celebrities  are 


revealed.  Their  names  appear  in  small  print  at  the  bottom 
of  the  ad.  It  is  the  cleverness  of  the  situation  they  are 
placed  in  that  makes  the  reader  pause  to  guess  who  they 
are. 


The  campaign  has  continued  for  four  years.  It  has  won 
more  creative  awards  than  any  other  German  advertising 
campaign  since  World  War  II,  including  first-place  awards 
in  three  different  categories  and  the  top  award  for  graphic 
design  in  this  year’s  Editor  &.  Publisher/INMA  Awards 
competition. 

Creating  the  ads  is  a  joint  effort  between  the  advertis¬ 
ing  agency  and  the  newspaper’s  marketing  department. 
They  work  together,  brainstorming,  sharing  ideas,  and 
choosing  celebrities.  “We  use  whatever  is  the  best  idea,” 
says  Turner. 

The  results  have  been  staggering.  While  newspaper 
circulation  in  the  rest  of  Germany  has  been  going  down. 
Frankfurter  Allgemeine  Zeitung  s  circulation  continues  to  go 
up.  The  newspaper  has  had  a  hefty  increase  in  direct  mar¬ 
keting  response.  And  the  readership  is  getting  younger. 
The  average  age  has  declined  by  eight  years. 

Finally  the  campaign  has  improved  the  stature  of  the 
paper.  In  surveys.  Frankfurter  Allgemeine  Zeitung  is  ranked  as 
the  German  mass  media  with  the  best  image.  ♦ 
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CURRENT  NEWS  GIVES 
PROMOTIONAL  TIE-INS 
ADDED  IMPACT 

THE  WAIKATO  TIMES 

Hamilton,  New  Zealand 

Circulation  -  Under  50,000 

First  Place  -  Outdoor/Point-of-Purchase/Display 

First  Place  -  Best  Use  of  a  Current  News  Topic  to 

Promote  the  Newspaper 

Second  Place  -  Best  Use  of  a  Current  News  Topic 
to  Promote  the  Newspaper 

The  moment  anything  important  happens  in  Waikato, 
the  marketing  manager  of  the  Waikato  Times  takes 
advantage  of  it.  This  year  Waikato’s  hometown  team  won 
the  Ranfurly  Shield,  New  Zealand’s  rugby  equivalent  of  the 
Super  Bowl. 

“Winning  the  shield  was  a  very  big  thing  for  Waikato,” 
says  the  delightfully  irreverent  Bernadette  Kirkham. 
“Everybixly  was  walking  around  with  a  smile  on  their  faces. 
TTiey  were  so  happy!  Winning  did  wonderful  things  for  the 
economy.” 

Kirkham,  marketing  director  of  the  42,000'Circulation 
evening  daily,  began  looking  for  a  way  to  promote  sponsor¬ 
ship  of  the  national  rugby  union  when  she  saw  how  well  the 
Waikato  team  was  playing. 

“The  members  of  our  team  are  very  well-known  and 
recognizable.  So  1  came  up  with  an  entertaining  way  to  pro¬ 
mote  both  the  team  and  the  paper,  and  the  people  of 
Waikato  loved  it.” 

In  a  series  of  print  ads,  which  won  the  competition’s 
Best  Use  of  a  Current  News  Topic  to  Promote  the 
Newspaper,  Kirkham  took  published  news  photos  of  the 
rugby  team  and  replaced  the  ball  with  a  newspaper.  The  ad 
shows  a  player  running  with  the  newspaper  accompanied  by 
a  caption  like  “I’m  not  going  to  share  it”  or  “Get  your  own 
copy.” 


introductory  offer,  like  a  discount  for  a  new  subscriber,  two 
months’  free  subscription,  or  an  umbrella.  We  always  have 
an  offer. 


“But  we  don’t  stop  there.  Next  we  begin  our  core  strat¬ 
egy,  which  is  our  retention  campaign.  We  want  to  maintain 
the  relationship,  make  sure  the  customer  continues  to  sub¬ 
scribe.  Each  bill  contains  a  value  discount  packet  full  of  sav¬ 
ings  and  coupons  from  advertisers.  We  also  have  a  monthly 
drawing  offering  a  chance  to  win  a  trip  to  Surfers  Paradise 
on  Australia’s  Gold  Coast.” 

Kirkham,  who’s  also  copy  and  creative  chief,  is  always 
on  the  lookout  for  topical  news  to  hang  her  advertising  on. 

“It’s  not  always  positive  news.  We  ran  a  classified  cam¬ 
paign  based  on  the  rabbit  virus.  It  was  spreading  like  crazy. 
Everyone  was  talking  about  it  at  home  and  on  the  street. 
Some  farmers  imported  it  illegally  so  they  could  get  rid  of 
the  rabbits.” 


One  of  Kirkham’s  strategies  was  to  go  after  the  market 
that  wasn’t  reading  the  paper  in  Waikato’s  circulation  area, 
which  has  about  200,000  people.  She  ran  the  rugby  ads  in 
the  Waikato  Times  as  well  as  the  Hamilton  Press  and  City 
Weekend,  two  community  weeklies  the  evening  daily  owns. 
Kirkham  targeted  what  she  calls  “casual  days”  to  advertise. 
“Wednesday  and  Saturday  are  our  high  circulation  days,” 
she  explains.  “That’s  when  the  casual  reader  goes  out  for  a 
walk  and  buys  the  paper.” 

Her  strategy  worked.  The  Waikato  Times  was  New 
Zealand’s  only  evening  daily  newspaper  to  have  an  increase 
in  circulation.  But  Kirkham  maintains  that  even  though  the 
rugby  campaign  generated  a  lot  of  unsolicited  feedback,  it 
was  her  entire  marketing  campaign  that  built  readership. 

“We  have  a  telly  canvassing  and  door-knocker  cam¬ 
paign,”  Kirkham  explains.  “We  target  all  our  subscribers  two 
or  three  times  a  year.  First  we  hook  them  with  a  special 


Then  there  was  her  award-winning  tax  campaign. 

“There  was  all  this  talk  on  television  about  tax  cuts.  It 
didn’t  seem  to  me  that  the  tax  cuts  were  going  to  make  a  dif¬ 
ference.  So  1  ran  a  campaign  that  said,  ‘Invest  in  your  future. 
Forget  about  the  tax  cut.  Have  a  garage  sale  instead.’”  ♦ 


HOW  TO  ENTER  NEXT  YEAR’S 
CONTEST 

E6iP  and  INM.A  will  issue  the  call  tor  entries  for  the  65rh 
Annual  E&P/IN MA  Awards  in  November.  To  get  details 
and  entry  torms,  write  to  E&P  at  11  W.  19th  St.  New 
York.  NY  laT  1-42M,  call  (212)  675-4580,.ext;  150,  or 
access  the  Web  site  at  www.mediainto.coni.  You  may  also 
write  to  the  INMA  at  10300'North  C'e'ntral  Expressway, 
Suite  467,  Dallas,  TX  75231,  call  (214)  373-91 11. or 
access  the  Web  site  at  wvvw.tnma.org. 
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ParadigmTSA” 


Well  maybe  we  are  being  funny. 
ParadigmTSA  is  proud  to  offer  you  a  few  yuks. 


ffarm.com 

By  Bob  Englehart 
AND  Pat  McGrath 


A  world  of  overalls  and 
designer  genes  (the  DNA 
kind).  A  place  where 
nature  butts  heads 
with  high-tech. 

DAIir  AMD  SUMDAY 


[3.8ROKEHBWWt>OOR  I 
Q-  LEAKNS  PUMP  I 
a  Ft*TTiRep«TR*aoR 
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^/arp  >A/ilson 

By  Mel  Cosson  and  William  F.  Brown 

the  creators  of  BOOMER 


PATRICK  MeKlKV,  IM  ine 
HOUSE  OP  suRGEeeee  ut 


..WHV  PIP<(0U6AV 
“Gn/EAte  LiBEeruoe 
GIVE  MB  PEATU*.? 


J.  PlPM  T 
KflOW  MOW 
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pers,  anything  that  localizes  our  publica¬ 
tion  is  a  great  investment.” 

Johnson  adds  that  Parade  Plus  isn’t  only 
an  investment  for  the  papers  who  buy  into  it. 
When  The  Dallas  Morning  News  stopped 
publishing  its  weekly  magazine,  the  paper 
offered  its  adverti.sers  the  opportunity  to 
place  their  products  in  Parade  through 
Parade  Plus.  No  business  responded  with  as 
much  interest  as  Haverty’s  Furniture,  a 
Dallas-based  furniture  store.  The  company 
ran  nearly  400 
pages  of  adver¬ 
tisements  in 
1996,  and  even 
more  advertise¬ 
ments  in  the 
years  since.  Hav¬ 
erty’s  vice  presi¬ 
dent  and  regional 
manager  Fred 
Bates  says  the 
Parade  Plus  ad¬ 
vertisements  he  purchased  were  among  the 
most  successful  in  company  history. 

Other  syndicates  are  making  a  mark  in 
different  areas.  Copley  News  Service  syndi¬ 
cates  24  special  feature  packages  annually 
and  adds  at  least  six  new  sections  every  year. 
The  Los  Angeles  Times  Syndicate  offers  20 
titles.  The  Scripps  Howard  News  Service 
offers  a  handful  of  paginated  feature  section 
fronts.  Media  General  offers  five  titles,  rang¬ 
ing  from  a  42-column  weekly  entertainment 
section  called,  “Spotlight,”  to  a  monthly  60- 
column  tabloid  aimed  at  adults,  called 
“Prime  Times.” 

Thomson  Target  Media,  one  of  the  most 
recent  syndicates  to  enter  the  market,  has 
established  itself  quickly  as  a  powerful  chal¬ 


lenger.  With  1 1  titles,  the  company  is  cur¬ 
rently  riding  the  success  of  Coverstory,  a 
weekly  section  newspapers  can  run 
as  a  weekend  magazine  or  as 
a  stand-alone  TMC  product. 

Recently  redesigned,  Coverstory  is  enjoy¬ 
ing  its  best  year  yet.  Last  year, 
the  magazine  regis¬ 
tered  a  circulation  of 
2.2  million,  and  since  it 
launched  in  1992,  the 
publication  has  estab¬ 
lished  a  client  base  of 
more  than  50  newspapers. 

Like  TMS  products, 

Coverstory  is  designed 
with  space  for  local  adver¬ 
tisements  and  can  be  down¬ 
loaded  from  Thomson’s 
Web  site  or  delivered  on  a 
Zip  disk.  According  to  Mara 
Perry,  its  marketing  manager, 
the  publication  frees  up 
newspapers  with  small  or 
overworked  editorial  staffs 
to  focus  on  daily  news, 
while  enabling  these  same 
papers  to  earn  advertising 
dollars  with  little  or  no 
effort. 

“We  like  to  help  news¬ 
papers  save  money  while  making  money,” 
she  says.  “Coverstory  and  our  other 
products  help  our  clients  save  time  becau.se 
they  provide  all  this  great  content  and  give 
them  another  outlet  to  sell  advertising 
without  putting  high  demands  on  their 
staffs.” 

Such  is  the  case  at  The  Courier-Tribune  in 
Asheboro,  N.C.  Publisher  David  Renfro  says 


he  uses  Coverstory  as  a  TMC  product 
because  he  simply  can’t  afford  to  publish 
one  of  his  own.  For  an  extra  $2  a  column 
inch,  advertisers  can  have  the  ad  they  publish 
in  the  daily  newspaper  republished  in 
Coverstory  once  a  week. 
Renfro  admits  that,  some¬ 
times,  Coverstory  canni¬ 
balizes  ads  from  other 
parts  of  his  paper,  but 
says  that  he  wouldn’t 
continue  to  buy 
the  section  if  it 
weren’t  earning 
good  money.  Over 
the  past  three 
years,  he  adds,  the 
deal  has  translated 
into  thousands  of 
dollars  in  revenue 
for  his  paper.  What’s 
more,  hundreds  of 
nonsubscribers  have 
become  subscribers 
after  reading 

Coverstory  and  link¬ 
ing  it  to  The  Courier- 
Tribune. 

“It’s  a  no-brainer  to 
say  that,  as  a  TMC 
product,  Coverstory 

brings  us  good  advertis¬ 
ing  money,  but  we’ve  benefited  most  from 
using  it  to  promote  our  regular  paper,” 
Renfro  says.  “The  bottom  line  is  that  it  gets 
our  name  out  to  those  people  who  don’t  get 
the  paper.  If  we  had  a  staff  of  our  own  to  put 
together  something  like  [Coverstory],  we 
would.  Since  we  don’t,  getting  it  from  a  syn¬ 
dicate  is  the  next  best  thing.”  Hi 


Those  who  can,  do;  those  who  can’t,  call  KRT 


Papers  that  can  cover  breaking  news 
themselves  do,  but  papers  that  can’t 
provide  in-depth  coverage  when  called 
for  need  to  look  somewhere  else.  That’s 
where  Knight  Ridder/Tribune  (KRT) 
comes  in. 

The  company  offers  12  annual  spot 
news  pages,  called  “One  Pages.”  These 
pages  focus  on  a  timely,  newsworthy 
event  that  smaller  papers  might  not  be 
able  to  cover  on  their  own.  When  baseball 
legend  Joe  DiMaggio  died,  for  example, 
KRT  put  together  a  one-page  tribute  for 
some  of  its  600  newspaper  clients.  In 
connection  with  George  Lucas’  new  film, 
the  company  is  offering  a  paginated  guide 
to  the  entire  “Star  Wars”  saga,  and  three 
Web-based  packages,  pegged  to  the  debut 
of  “Star  Wars:  Episode  One  —  The 
Phantom  Menace.” 


All  of  KRT’s  content  is  repackaged 
from  some  of  Knight  Ridder’s  40  news¬ 
papers.  Much  of  the  copy  in  the  “Star 
Wars”  guide  is  from  a  series  of  pages  that 
ran  recently  in  the  San 
Jose  Mercury  News. 
Like  a  wire  service, 
KRT  takes  stories, 
photos,  and  graphics 
from  papers  all  over 
the  country,  puts  them 
together,  and  sells  the 
resulting  pages  to  sub¬ 
scribing  papers  on  a 
page-by-page  basis. 

“These  pages  deal  with  news  that  most 
newspapers  can  cover,  but  if  it  happens  at 
the  last  minute,  they  might  not  have 
access  to  as  much  copy  as  we  do  because 
of  Knight  Ridder,”  says  Jane  McDonnell, 


managing  editor  for  KRT  special  sec¬ 
tions.  “We’re  a  great  alternative  to  those 
papers  that  just  don’ t  have  the  resources 
to  cover  certain  things.” 

These  spot  news  pages  aren’t  the  only 
ones  KRT  prepares.  The  company  also  has 
embarked  on  a  special  project  called 
“Millennium  Notebook.”  Featuring  stories 
and  art  compiled  by  the  Fort  Worth  (Texas) 
Star-Telegram,  it  offers  readers  a  compre¬ 
hensive,  entertaining  overview  of  the  cul¬ 
tural,  historical,  scientific,  and  social 
accomplishments  of  the  last  century.  As 
part  of  this  promotion,  KRT  posts  two  full- 
color  broadsheet  pages  a  month  examining 
the  19()()s,  decade  by  decade.  McDonnell 
says  editors  can  publish  the  “Millennium 
Notebook”  monthly  or  as  an  entire  pack¬ 
age  of  20  pages  at  the  end  of  the  year. 

—  Matt  Villano 


Jane  McDonnel 

managing 
editor,  KRT  special 
sections 
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ETHICS 


Politicians  and  columns 
mix  like  oil  and  water 


by  Allan  Wolper 

My  friend,  Bruce  Burgess,  is  in 
one  of  his  virulent,  anti-media 
moods.  “Legislators  should  not 
be  given  columns,”  Bruce  says,  empha¬ 
sizing  every  word.  “It’s  not  ethical.  Just 
because  someone  is  elected  doesn't 
mean  he  should  have  unfettered  access  to 
the  paper.” 

His  blood  pressure  had  soared  because 
Tom  Bahre,  a  Vermont  state  senator,  had 
used  his  Addison  County  Independent  col¬ 
umn  to  push  for  a  bicycle  registration  tax. 

Bruce  runs  bike  tours.  He  is  anti-bike 
tax.  Still,  he  knew  the  bicycle  bill  had  no 
chance  of  getting  passed  in  Vermont,  a 
state  that  is  a  haven  for  two  wheelers. 

He  just  hated  the  fact  that  his  twice- 
weekly,  hometown  newspaper  in 
Middlebury,  Vt.,  gave  politicians  precious 
editorial  space  to  spout  off. 

“Readers,  especially  those  who  are 
uneducated  as  to  how  a  newspaper  works, 
will  believe  the  unsupported  facts  of  a  leg¬ 
islator  Just  because  it  is  in  the  newspaper,” 
Bruce  insists.  “In  Vermont,  the  printed 
word  has  a  lot  of  power.” 

After  abusing  me,  Bruce  e-mailed  an 
angry  protest  to  the  Independent  to  blast 
Bahre ’s  column  and  accuse  the  paper  of 
an  integrity  lapse  for  not  doing  indepen¬ 
dent  reporting  on  the  bike  issue. 

Angelo  S.  Lynn,  editor  and  publisher  of 
the  Independent,  took  offense  and  in  a  full 
page  editorial  beat  up  on  Bruce  for  beat¬ 
ing  up  on  the  paper. 

Their  literary  exchange  was  published 
in  the  same  edition  of  the  paper. 

Lynn  sees  the  legis-columns  as  honest 
pieces  of  legislative  thought  and  told  me 
Bruce  might  never  have  learned  about  the 
bicycle  tax  if  Bahre  hadn’t  written  about  it. 

Bruce’s  position  is  that  the  Independent 
should  stalk  the  halls  of  the  state  capital  in 
Montpelier  with  their  own  reporters 
instead  of  letting  the  pols  serve  time  as 
journalists. 

“We  understand  that  this  is  a  sensitive 


issue,”  Lynn  .says.  “We  are 
aware  that  community 
papers  have  to  make  sure 
that  we  don’t  give  incum¬ 
bents  too  much  power. 

“We  still  interview  the 
legislators  in  our  paper.  They 
don’t  get  special  treatment 
because  they  write  for  us. 

And  sometimes  they  say 
things  that  make  people 
wonder  if  they  are  nuts.” 

And  he  says  that  he’s  not  had 
a  single  complaint  about  the  columns  in 
the  1 5  years  he  has  run  the  newspaper. 

Bahre,  a  genial  politician  who  has  been 
in  the  legislature  since  1990,  views  the 
furor  over  his  column  as  proof  that 
democracy  works. 

“I  met  with  Bruce  several  times  after 
my  column  ran,”  Bahre  says.  “He 
appeared  with  me  on  my  television  show. 
I  even  took  him  with  me  to  Montpelier, 
and  we  wrote  the  bill  just  the  way  he 
wanted  it.” 

The  State  Senator  also  learned  that  col¬ 
umn  writing  is  not  all  glitz  and  glamour. 

“The  Independent  published  a  picture 
of  me  for  two  years  that  looked  like  it  was 
taken  on  Halloween.”  Bahre  confides.  “1 
had  to  pay  a  photographer  $20  to  take  a 
new  one.  “And  I  have  to  meet  a  deadline, 
just  like  you  do.” 

The  Bahre  Legislative  Report,  he  .says, 
is  a  factual  alternative  to  the  mainstream 
press  coverage  of  state  government. 

“I’m  trying  to  get  the  Associated  Press  to 
stop  writing  slanted  stories  about  the  state 
budget.”  he  says  with  a  smile  in  his  voice. 

He  acknowledges,  though,  that  having 
a  column  with  his  picture  in  it  is  better 
than  not  having  one.  “Name  recognition  is 
important  in  politics,”  Bahre  explains. 

Michael  Donoghue,  executive  director 
of  the  Vermont  Press  Association,  says  all 
the  state  community  papers  use  legis- 
columnists. 

“It’s  a  tradition  here,”  Donoghue  says. 
“.Some  are  self  .serving.  And  some  deal 


with  major  issues.  The  only 
concern  is  making  sure  the 
columns  are  cut  off  before 
the  fall  campaigns  begin.” 

John  O’Brien,  executive 
director  of  The  New  Jersey 
Press  As.sociation,  says  the 
line  between  politics  and 
journalism  is  often  blurred 
in  small  communities. 

“Wally  Conover,  the  late 
editor  of  the  Somerset 
Messenger-Gazette,  used  to 
have  all  his  reporters  join  the  volunteer  fire 
company,”  laughs  O’Brien.  “He  says  that 
was  the  best  place  to  get  scuttlebutt  on 
town  politics.  And  he  wanted  his  reporters 
to  beat  everyone  to  the  fires.” 

Jay  Black,  a  professor  of  journalism  at 
South  Florida  University  and  an  expert  on 
ethics  issues,  hopes  newspapers  who  pub¬ 
lish  legiscolumnists  provide  equal  space 
to  the  opposition. 

“The  fundamental  function  of  journal¬ 
ism  is  to  redistribute  power  using  informa¬ 
tion  as  a  commodity,”  Black  says.  “If  the 
media  are  in  bed  with  the  power  brokers, 
they  are  not  doing  the  job  they  are  sup¬ 
posed  to  be  doing  on  behalf  of  the  public.” 

Community  weeklies  very  often  don’t 
have  the  money  to  cover  the  state  legisla¬ 
ture,  a  journalism  crime  committed  by 
many  dailies  as  well. 

The  Angelo  Lynns  of  journalism  have 
to  send  their  reporters  to  police  headquar¬ 
ters.  district  court,  the  town  council,  the 
zoning  board,  and  the  board  of  education. 

But  that  may  be  the  best  place  to  find 
writers  to  serve  as  alternative  voices  to  the 
legiscolumnists.  Schools  and  clubs  are 
filled  with  literate  people  with  ideas. 

When  op-ed  pages  first  became  the 
rage  some  25  years  ago,  they  were  sup¬ 
posed  to  be  places  for  non-traditional 
voices  to  be  heard. 

Too  many  of  them  have  become  hide¬ 
outs  for  elected  and  appointed  officials  to 
float  ideas  without  having  to  answer  ques¬ 
tions  about  them.  Hi 
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Kansas  paper  charges 
fer  online  content 


by  David  Noack 

Dwayne  Schrag  is  taking  a  stand 
against  giving  away  content  online. 
The  editor  and  publisher  of  The 
Chanute  Tribune  is  going  against  the  norm 
of  daily  newspapers  providing  their  content 
for  free  on  the  Web.  The  virtual  paper  now 
charges  $4  a  month  for  Web  surfers  who  live 
outside  the  area  and  want  news  about 
Neosho  County,  Kan.  Web  surfers  within  the 
local  area  will  pay  $6  a  month.  The  move 
from  free  to  fee-based  happened  about  a 
month  ago.  but  subscribers  to  the  print  paper 
still  get  free  access  to  the  Web  site. 

In  a  letter  to  readers  from  Schrag  post¬ 
ed  on  the  Web  site,  he  says,  “For  the  past 
year  and  a  half.  The  Chanute  Tribune  has 
been  online,  available  to  Web  surfers  at 
no  charge  ...  the  online  version  now 
requires  a  subscription.  Why?  Because 


This  Web  site,  once  free,  now  charges  a 
subscription  for  access.  Print  newspaper 
subscribers  still  get  in  for  free. 


we  believe  that,  for  some  readers,  the 
Internet  is  an  effective  way  to  deliver 
information.  For  these  readers,  an  online 
publication  has  genuine  value  ...  We 
don’t  want  to  claim  we  have  all  the  right 
answers.  Newspapers  all  across  the  coun¬ 
try  are  looking  for  ways  to  use  [the 
Internet]  effectively.  Virtually  none  say 
they  have  found  the  right  approach.” 

Schrag  says  that  since  the  changeover, 
he’s  gotten  more  than  100  e-mails,  many 
critical  and  angry  about  the  new  policy. 
Traffic  that  had  been  averaging  600  hits  a 
day  has  dropped  by  half. 

The  move  by  the  evening  newspaper 


(circulation  4,500)  is  unusual  because  the 
majority  of  online  newspapers  don’t  charge 
for  content.  Instead  of  relying 
on  subscriptions  for  revenue, 
the  business  model  focuses  on 
banner  ads,  e-commerce,  var¬ 
ious  affiliations,  and  charging 
for  access  to  archives. 

"The  majority  of  usage  [of 
our  Web  site]  are  from  peo¬ 
ple  who  are  not  in  our  mar¬ 
ket  area,”  he  says.  “If  we  go 
after  the  advertisers  that  are 
in  our  retail  zone,  they  don’t 
want  to  advertise  online. 

Most  of  the  people  are  from 
out  of  the  area.” 

An  examination  of  user  logs  shows  that 
no  more  than  15%  of  Web  traffic  is  gener¬ 
ated  locally,  as  measured  by  e-mail 
addresses  from  local  Internet  service 
providers  (ISPs)  in  the  last  few  weeks. 

Schrag  says  that  in  his  market  it’s  diffi¬ 
cult  getting  advertisers  to  take  out  banner 
ads.  In  fact,  the  banner  ads  that  currently 
appear  on  the  Web  site  are  for  nonprofit 
organizations.  Another  problem  in  trying  to 
get  advertisers  is  that  the  print  advertising 
sales  staff  concentrates  on  that  part  of  the 
business,  where  the  ads  cost  more  and  the 
commissions  are  higher.  “There’s  not 
much  in  it  for  them  to  sell  a  $10-  or  $15-a- 
month  button,”  Schrag  says. 

Schrag  says  he’s  open  to  the  idea  of 
offering  two  weeks’  worth  of  news,  with¬ 
out  any  search  capabilities,  for  free.  And  he 
will  probably  open  up  the  online  classified 
section,  which  is  currently  restricted  to 
paid  subscribers. 

Over  the  last  couple  of  years,  online  pub¬ 
lications  that  once  charged  for  daily  news 
content  have  dropped  that  business  model, 
among  them  Mercury  Center  (the  online 
edition  of  the  San  Jose  (Calif.)  Mercury 
News),  the  San  Antonio  Express-News'  Web 
site,  and  even  Slate,  the  online  political 
commentary  magazine  started  by  Micro¬ 
soft.  One  of  the  few  daily  newspaper  Web 
sites  to  charge  for  content  is  The  Wall  Street 
Journal  Interactive  Edition,  which  now 
charges  $59  annually  and  $29  for  those 
who  subscribe  to  the  print  newspaper. 


While  most  of  the  Kansas  paper  winds 
up  online,  Schrag  says  community  newspa¬ 
pers  generally  have  shied  away  from 
putting  up  some  of  their  more  valuable 
material,  such  as  comics  and  obituaries. 
Schrag  says  that  70%  of  subscribers  to  the 
print  edition  also  subscribe  to  the  cyber 
edition.  But  part  of  that  can  be  chalked  up 
to  the  fact  that  subscribers  to  the  newspa¬ 
pers  also  get  free  access  to  the  online  edi¬ 
tion,  as  long  as  they  request  a 
username  and  password. 

Bob  Cauthom,  director  of 
new  technologies  at  StarNet, 
the  umbrella  site  of  the 
Arizona  Daily  Star  in  Tus- 
con,  says  that  while  the 
attempt  to  charge  for  content 
is  “fascinating”  and  “daring,” 
it’s  also  probably  destined  to 
fail.  He  disagrees  with 
Schrag  that  newspapers  are 
holding  back  putting  all  their 
content  online. 

“I  don’t  believe  that’s  true,”  Cauthom 
says.  “Most  newspapers  put  the  entire  print 
edition  online.  It  probably  would  have 
been  better  had  he  said,  ‘Hey,  putting  out  a 
newspaper  costs  us  a  lot  of  money,  and  we 
expect  to  be  paid  for  it.’  That  won’t  reduce 
subscriber  outrage  at  the  change,  but  it  at 
minimum  states  the  reality  of  why  he  and 
others  in  print  want  to  charge  online.” 

He  also  says  that  newspapers  have  lost 
their  way  about  their  role  in  society. 
“What  we  fail  to  ponder  is  why  someone 
reads  a  newspaper,”  he  says.  “And  if  we 
don’t  understand  that,  we  don’t  understand 
how  to  earn  money  for  our  efforts  online 
or  in  print.  The  fundamental  reason  that 
people  read  newspapers,  and  therefore  the 
real  reason  that  we  continue  to  exist,  is 
this;  We  are  the  connective  tissue  in  soci¬ 
ety.  People  read  us  to  be  connected  to  the 
larger  human  existence.” 

Eric  Meyer,  an  Internet  news  consultant 
who  is  also  an  associate  professor  of  jour¬ 
nalism  at  the  University  of  Illinois  at 
Urbana-Champaign,  says  the  Chanute  paper 
is  only  the  latest  to  express  its  frustration 
with  a  lack  of  ad  support.  He  says  studies 
done  by  his  consulting  firm.  Newslink  Inc., 
have  found  that  a  small  number  of  readers, 
about  3%  of  the  print  circulation  base, 
would  be  willing  to  pay  roughly  50%  of  the 
normal  circulation  price  to  subscribe  to  an 
online  paper.  But  the  number  of  people  will¬ 
ing  to  pay  will  not  make  the  site  profitable, 
so  advertising  and  sponsorships  are  usually 
sought  instead.  IH 


Dwayne  Schrag 
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If  it’s  on  the  public’s  mind, 
it’s  on  PubllcAgenda.oii| 

by  Charles  Bowen  ing  into  two  collections  of  linked  material: 

Y1  Understanding  the  Issue.  Here  are 

links  to  an  overview,  a  digest  of  recent 
editorial  page  editor  when  a  relevant  stories,  a  fact  file  with  graphs 
firestorm  erupts  over  a  local  “right-  and  statistics  illustrating  trends,  a 
to-die”  case.  Suddenly  you  have  only  hours  “Framing  the  Debate”  section  with  a  trio 
to  get  yourself  up  to 
speed  on  everything 
from  Dr.  Jack  Kevor¬ 
kian's  court  cases  to 
Oregon’s  legalizing 
of  assisted  suicides. 

Where  are  you  going 
to  turn? 

You  have  been 
handed  the  educa¬ 
tion  beat  and  you 
know  nothing  about 
school  vouchers, 
national  achieve¬ 
ment  tests,  per-pupil 
costs,  SATs,  ACTS, 

GEDs,  or  something 
called  the  “Ed- 
Flex”  bill.  Who  you 

gonna  call?  Public  Agenda  Online  provides  informative  insights  into  the  hot 

You  are  a  staff  topics  of  the  day,  from  education  to  welfare, 
artist  and  the  city 

desk  has  done  it  again,  asking  for  a  graphic  of  perspectives  on  the  specific  issue,  and 
to  illustrate  death  penalty  cases  across  the  sources  and  resources  identifying  key 
country  without  giving  you  sufficient  data  players  in  the  national  debate.  Perhaps 
to  (literally)  draw  any  conclusions.  Who  most  valuable  is  a  section  called  “Story 
can  give  you  the  numbers  fast?  Angles,”  identifying  particularly  interest- 

Public  Agenda  Online  does  not  exagger-  ing  findings  about  the  issue  that  may  be 
ate  when  it  calls  itself  “the  inside  source  for  worthy  of  local  news  stories, 
public  opinion  and  policy  analysis.”  The  fy  Public  Opinion.  This  section  has  links 
nonprofit,  nonpartisan  research  and  citizen  mm  to  people’s  chief  concerns  and  how  the 
education  organization  behind  it  has  been  public  defines  this  issue,  major  proposals 
around  since  1975,  founded  by  social  scien-  for  dealing  with  it,  and  the  public  view  of 
tist  and  author  Daniel  Yankelovich  and  for-  policy  options  on  related  questions  as  well 
mer  U.S.  Secretary  of  State  Cyrus  Vance,  as  areas  called  “Who  Should  Decide?”  and 
both  still  active  in  its  operation.  “A  National  Divided?”  which  explore 

This  extraordinary  resource  also  is  extra-  points  of  consensus  and  contention.  Of 
ordinarily  easy  to  use.  Just  visit  particular  interest  is  the  link  to  a  section 
http://www.publicagenda.org  and  click  on  called  “Red  Flags,”  with  warnings  and 
links  to  briefings  about  abortion,  crime,  the  cautions  about  survey  findings  and  possi- 
economy,  the  environment,  the  family,  the  ble  misconceptions  on  the  issue, 
federal  budget,  gambling,  health  care,  ille-  The  briefings  alone  would  make  this 
gal  drugs,  immigration,  Internet  speech/pri-  site  an  important  addition  to  the  news- 
vacy,  race,  welfare,  and  more.  room’s  data  reservoir,  but  Public  Agenda 

A  model  of  clarity  and  organization.  Online  is  regularly  expanding  its  offerings 
Public  Agenda  Online  divides  each  brief-  to  make  it  even  more  useful  to  the  work- 
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New  on  the  Agenda 
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ing  press.  Recently  it  launched  “Learning 
Curve,”  a  reporters’  guide  to  covering 
education,  helping  writers  get  up  to  speed 
on  complex  school  issues. 

You  also  can  search  the  site  by  key¬ 
word.  Click  on  the  “Search”  link  and 
enter  a  keyword.  You  also  can  enter  mul¬ 
tiple  keywords  and  phrases,  linking  them 
with  the  standard  logical  operators 
(AND,  OR,  or  NOT).  Click  on  the  “Help 
on  Searching”  link  on  the  search  screen 
for  additional  information. 

Other  considerations  for  using  Public 
Agenda  Online  in  your  reporting  and 
editing: 

1  Click  on  the  site’s  “In  the  Headlines” 
link  for  quick  access  to  background 
information  and  trends,  drawn  from  the 
group’s  2,5(X)  pages  of  public-opinion 
analysis.  The  area  is  updated  twice  week¬ 
ly,  with  sjjecial  reports  as  needed  on 
breaking  issues,  like  the  Balkans  war. 

2  Use  the  free  Public  Agenda  Alert 
service  (http://www.publicagenda. 
org/alert.htm)  to  sign  up  for  weekly 
delivery  of  new  data  by  e-mail.  The 
mailing  also  lets  you  know  what  has 
been  updated  on  the  site  and  advises 
you  on  the  release  of  new  surveys  and 
other  reports. 

3  The  site’s  Public  Agenda  Online 
Forum  provides  message  boards  for 
interacting  on  current  issues  and  the 
group’s  research.  For  a  registration 
form,  visit  the  site  (http://www.public 
agenda.org/forums/forums.cfm). 


Bowen  (charlesbowen@compu 
serve.com)  is  a  West  Virginia  journal¬ 
ist  and  30-year  veteran  of  newspa¬ 
pers.  He  is  host  of  the  daily  Internet 
News  syndicated  radio  show. 


N.Y.  Times,  Tribune 
form  Net  divisions 

The  New  York  Times  Co.  and  Tribune 
Co.  have  created  separate  divisions  for 
their  Internet-related  holdings. 

Chicago’s  Tribune  Co.  announced  May 
19  the  creation  of  Tribune  Interactive,  a  new 
division  to  house  the  interactive  functions 
of  Tribune’s  four  newspapers  and  17  televi¬ 
sion  stations. 

On  May  24,  the  Times  unveiled  Times 
Co.  Digital,  which  includes  The  New 
York  Times  on  the  Web,  boston.com. 
New  York  Today,  and  Wine  Today. 
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The  challenger  within 


Fast-track  El  Nuevo  Herald 
is  The  Miami  Herald's 
rival  for  Latino  readership 

by  Joe  Nicholson 

The  Miami  Herald  gave  birth  to  El 
Nuevo  Herald,  but  it’s  fighting  for 
attention  with  its  own  fast-growing 
offspring.  While  the  English-language 
mother  paper’s  circulation  has  remained  rel¬ 
atively  static,  the  Spanish-language  daily 
recently  reached  87,500,  a  7%  jump  in  the 
last  year. 

In  addition  to  surpassing  the  English 
paper  in  terms  of  circulation  growth  rates, 
the  Spanish  paper’s  news  staff  contends  its 
coverage  of  some  stories  has  forced  the 
parent  paper  to  play  catch-up.  With 
Latinos  making  up  more  than  half  of 
Miami’s  population  and  thousands  of 
Spanish-speaking  immigrants  arriving 
every  year,  officials  of  The  Miami  Herald 
Publishing  Co.,  owner  of  both  papers,  say 
the  future  for  the  Spanish  daily  looks 
increasingly  bright. 

“El  Nuevo  Herald  will  be  the  fastest- 
growing  newspaper  in  the  United  States  for 
many  years  to  come,”  says  Joe  Natoli,  pres¬ 
ident  of  the  parent  company,  which  is 
owned  by  Knight  Ridder.  El  Nuevo  Herald'^ 
retail  advertising  grew  by  more  than  20% 
last  year,  and  its  national  advertising  grew 
in  double  digits,  according  to  Natoli. 

While  40,000  households  have  subscrip¬ 
tions  to  both  newspapers,  the  two  dailies 
must  compete  for  bilingual  Hispanics  who 
want  to  buy  only  one  paper.  “I  think  compe¬ 
tition  is  always  healthy,  even  within  the 
walls  of  your  own  building,”  says  Natoli, 
who  is  participating  in  interviews  of  candi¬ 
dates  seeking  to  be  the  new  executive  editor 
of  The  Miami  Herald.  Douglas  C.  Clifton 
recently  resigned,  and  highly  regarded  man¬ 
aging  editor  Larry  Olmstead  is  currently 
running  the  operation. 

The  Miami  Herald'^  daily  circulation  is 
more  than  four  times  larger,  and  Natoli 
insists  he  doesn’t  expect  it  to  be  hurt  by 
what  he  predicts  will  be  skyrocketing 
growth  for  its  offspring.  In  speeches  and 
interviews  at  the  Miami  convention  of  the 
International  Newspajjer  Marketing  Associ¬ 
ation,  officials  of  the  two  local  newspapers 
described  recent  trends.  “We  are  competing 
for  bilingual  readers,”  says  Carlos  M. 


Castaneda.  He  says  his  paper’s  circulation 
jumped  before  the  beginning  of  a  big  circu¬ 
lation  marketing  push.  He  is  putting  togeth¬ 
er  plans  for  a  marketing  staff  separate  from 
The  Miami  Herald  and  projects  hiring  12 
telemarketers  in  the  coming  months. 

The  Miami  Herald  .still  has  more  Latino 
readers  than  its  Spanish-language  offspring, 
Castaneda  concedes.  But  he  contends  his 
paper  influences  coverage  in  The  Miami 
Herald.  Castaneda  cites  recent  above-the- 
fold  coverage  of  Puerto  Rican  pop  sensation 
Ricky  Martin,  who  appeared  in  Miami. 

Some  days,  Hispanic  news  seems  to  dom¬ 
inate  the  English-language  paper.  Below  the 
three-column  Martin  photo  on  Saturday’s 
front  page  was  a  headline  saying,  “U.S. 
companies  ignore  Hispanics,  experts  say,” 
and  a  blurb  for  the  cover  story  of  the  “living 
&  arts”  section:  “Miami  grandmother  Eloisa 
Lezama  Lima  is  the  No.  1  fan  of  the  late 
Cuban  novelist  Jose  Lezama  Lima.” 

The  next  day,  the  lead  story  on  the  front 
page  was  a  lengthy  report  from  a  correspon¬ 
dent  in  Puerto  Rico  about  “an  uproar 
demanding  that  the  site  [of  a  U.S.  base  in  the 
commonwealth]  be  closed.”  The  jump  fea¬ 
tured  a  photo  and  two  maps  of  Puerto  Rico. 

Castaneda  says  circulation  has  grown 
due  to  a  redesign  that  is  more  attractive, 
more  magazine-like,  and  easier  to  read. 

Havana  Herald? 

The  Miami  Herald  Publishing  Co.  is 
weighing  opportunities  for  a  new  newspa¬ 
per  in  the  aftermath  of  Fidel  Castro’s  dicta¬ 
torship,  and  it  has  developed  a  strategy. 

“We  have  a  plan  on  what  we  will  do  if 
Cuba  opens  up,”  says  newspaper  company 
president  Joe  Natoli  in  an  interview  with 
E&P.  He  declines  to  give  details.  But 
Carlos  M.  Castaneda,  editor  and  publisher 
of  El  Nuevo  Herald,  indicates  the  company 
does  not  believe  a  Cuban  version  of  a 
Miami  newspaper  would  be  as  smart  an 
approach  as  a  newspaper  based  in  Cuba. 

A  Cuban-American,  Castaneda  calls 
Communist  newspapers  “very  boring.” 
Cuba’s  government-controlled  newspapers 
are  known  for  their  knee-jerk  adherence  to 
Castro’s  political  line  and  drab  humorless¬ 
ness.  Although  he  talks  of  liberation, 
Castaneda  tempers  his  anti-Communist 
rhetoric  with  humor.  “Even  the  capitalist 
newspapers  are  very  boring  sometimes,”  he 
says,  laughing.  —  Joe  Nicholson 


E&P/CfAR  expands 
monitoring  of 
newspaper  ads 

Here  is  your  chance  to  compare  your 
advertising  performance  with  the 
rest  of  the  industry.  This  feature  — 
the  E&P/CMR  Newspaper  Advertising 
Index  —  reports  on  the  health  and  status  of 
advertising  in  U.S.  newspapers. 

The  index  is  compiled  monthly  by 
Competitive  Media  Reporting,  a  leading 
supplier  of  competitive  advertising  infor¬ 
mation  to  advertising  agencies,  advertis¬ 
ers,  and  the  media. 

The  index  is  based  on  data  from  35 
geographically  dispersed  newspapers, 
which  account  for  about  16  million  in 
daily  circulation  and  more  than  20  million 
in  Sunday  circulation. 

The  E&P/CMR  index  includes  all  full- 
run  national  and  major  retail  ROP  (run-of- 
press)  advertising  in  the  selected  35  news¬ 
papers.  A  slightly  smaller  subset  of  22 
newspapers  is  used  in  compiling  the  pre¬ 
printed  insert  index.  The  insert  data  is 
gathered  from  only  those  papers  that  pro¬ 
vide  all  of  their  inserts  to  CMR. 

Overall,  the  E&P/CMR  Newspaper 
Advertising  Index  accumulates  all  linage 
on  a  monthly  basis,  measured  in  column 
inches,  and  reports  the  percentage  com¬ 
parison  between  the  current  month  and 
year-to-date  figures  measured  and  the 
comparable  periods  in  the  prior  year. 

CMR  believes  that  the  margin  of  error 
in  the  index  is  exceedingly  low  because  of 
the  breadth  of  newspapers  included  in  the 
index,  the  high  degree  of  cooperation  with 
newspaper  publishers,  and  the  consistent 
measurement  methodology.  It  is  important 
to  emphasize  that  the  index  measures 
advertising  linage  and  does  not  purport  to 
reflect  the  pricing  or  value  of  the  advertis¬ 
ing  displayed. 

These  indices  of  monthly  national 
advertising  are  just  a  few  of  the  many 
new  features  coming  from  the  alliance  of 
E&P  and  CMR.  Look  for  such  features  as 
in-depth  examinations  of  leading  ad  cate¬ 
gories,  such  as  auto  dealers,  consumer 
electronics,  and  travel  and  tourism. 

Also  in  the  pipeline  is  a  quarterly  report 
comparing  advertising  in  the  newspaper 
segment  to  advertising  in  TV,  radio,  mag¬ 
azines,  and  the  Internet.  In  addition,  E&P 
will  publish  some  blockbuster  annual 
reports  throughout  the  year. 

—  Steve  Yahn 
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The  Classified  Advertising  Index  shows  the  per¬ 
centage  gain  or  loss  in  Full  Run  Equivalent  Inches  tor 
each  ot  the  index  categories,  in  each  comparable  time 
period. 

It  should  be  noted  that  agate  classifieds,  also 
known  as  in-column  or  liner  ads,  are  not  included  in 
the  index. 

The  following  newspapers  comprise  the  basis  tor 
the  E& P/CUR  Classified  Advertising  Index: 

The  Arizona  Republic 
The  Boston  Globe 
Boston  Herald 
Chicago  Sun-Times 
Chicago  Tribune 
The  Delias  Morning  News 
The  Denver  Post 
Denver  Rocky  Mountain  News 
Fort  Lauderdale  Sun-Sentinel 


The  E&P/CMR  Classified  Advertising  Index  is 
based  on  the  comparison  of  consistently  mea¬ 
sured  tull-  and  part-run  display  classified  adver¬ 
tising  in  25  of  the  largest  newspapers  in  the  United 
States.  The  25  newspapers  were  selected  based  on 
volume  of  advertising  and  regional  distribution. 

To  insure  consistent  and  equalized  comparisons 
across  newspapers,  regardless  of  size  or  scope  of  part- 
run  zoned  editions,  CMR  first  calculates  Full  Run 
Equivalent  Inches  by  weighting  or  factoring  each  mea¬ 
sured  ad  against  the  percentage  of  circulation  to  which 
that  ad  was  distributed.  Thus,  a  full-run  ad,  distributed 
to  100%  of  circulation,  would  retain  its  full  measure¬ 
ment.  A  zoned  ad,  distributed  to  50%  of  a  newspaper’s 
circulation,  would  be  valued  at  50%  of  its  actual  mea¬ 
surement.  All  thusly  weighted  ads  are  accumulated  by 
classified  category  to  arrive  at  the  Full  Run  Equivalent 
Inches  total. 


The  Hartford  Courant 

Long  Island  Newsday 

Los  Angeles  Daily  News 

Los  Angeles  Times 

The  Miami  Herald 

Minneapolis  Star  Tribune 

New  York  Daily  News 

The  New  York  Times 

The  (Newark)  Star-Ledger 

The  Orange  County  Register 

The  Philadelphia  Inquirer 

San  Diego  Union-Tribune 

San  Francisco  Chronicle 

San  Francisco  Examiner  &  Chronicle 

San  Jose  Mercury  News 

The  (Santa  Rosa)  Press  Democrat 

The  Washington  Post 


E&P/CMR  National  ROP  Index  (march) 


E&P/CMR  Retail  ROP  Index  (march) 


Natkmai  CATieonKS  YTD  Mar  Nahonal  CAneoRKS  YTO  Mar 

Apparels  Accessory  Stores  -4%  -7%  Disoount  Stores  1%  1% 

Auto  Supply/Repair  0%  -9%  Drugstores  -30%  -46% 

Books  &  stationery  Stores  19%  5%  Food  Stores  13%  16% 

Building  Materials  -5%  -8%  Furniture  &  Accessories  0%  -''*<> 

Computer  Stores  rz%  20%  Jewelry  Stores  -5%  -13% 

Consumer  Electronics  -5%  -17%  Office  Supply  Stores  23%  25% 

Department  Stores  Off*  ^  Sporting  Goods  Stores  1%  -4% 

Total  All  Natmwai  Catigories  YTO  0%  March  1999  -1% 

The  volume  losses  in  Consumer  Electrorucs  are  nearly  equalized  by  the  volume  gams  in  Computer  Stores  when  comparing  the  ROP  advertis¬ 
ing  inches  in  these  segments  over  year  Food  Stwes  are  experiencing  healthy  ROP  gains  in  year-to-date  advertising  lineage  Department 
Sores  and  Furniture  &  Accessories,  which  represent  the  largest  volume  ROP  lineage  categories,  are  relatively  flat  in  1999  compared  witfi  1996 


Natkhml  Categories  YTD  Mar  Natkwal  Categories  YTD  Mar 

Airlines  -17%  -14%  Hotels  &  Resorts  4%  -5% 

Auto  Dealer  Associations  31%  17%  Insurance  -35%  -33% 

Banks/Credit  Cards  -9%  -15%  Investments  0%  -1% 

Computers  &  Software  -12%  15%  Mailorder  29%  31% 

Corporate/Office/Other  37%  20%  Motion  Pictures  4%  13% 

Factory  Aulomofive  113%  113%  Travel  &  Tourism  4%  -20% 

Food  &  Housetwld  -3%  27%  Ulilities  &  Communications  2%  -1% 

Government/Political  -7%  -22% 

Total  All  National  Categories  YTD  8%  March  1999  S% 

Due  to  comparing  (our  Sundays  m  March  1999  with  five  Sundays  m  March  1996,  the  March  1999  advertising  inches  may  represent  lower  vol¬ 
ume  than  the  comparable  March  1996  mches  The  effects  of  this  are  evident  in  Travel  &  Tourism  and  Hotels  &  Resorts,  which  traddionalty  are 
Sunday  dominant  segmencs  Each  ot  these  segments  report  declines  in  March  1999,  but  are  up  four  percent  year-to-date,  reflecting  the  same  13 
Sundays  year  over  year  BothFacloryAulornotiveandAirioDeatef  Associations  am  experiencing  healthy  gams  m  1999  compared  with  last  year 


E&P/CMR  Preprinted  Insert  Index  (march) 


National  Categories  YTD  Mar  99  National  Categories  YTD  Mar  99 

Building  Materials  -4%  -19%  Food  &  Household  (CMO)  7%  0% 

Compuler  Slotes  -9%  -32%  Food  Stores  17%  7% 

Consumer  Electronics  55%  48%  Furniture  &  Accessories  22%  0% 

Department  Stores  -1%  0%  Office  Supply  Stores  18%  37% 

Discount  Stores  0%  -14%  Other  Inserts  30%  47% 

Drugstores  6%  -8%  Sporting  Goods  Stores  18%  1% 

Total  All  Natkmal  Categories  YTD  9%  March  1999  0% 

Insert  activity  was  strong  again  m  March,  despite  only  tour  Sundays  this  year  compared  with  the  same  period  last  year.  A  significant 
amount  of  Insert  activity  is  published  on  Sund^.  and  the  advertising  volume  in  March  1999  was  nearly  equivalent  with  the  volume  in 
the  five  Sundays  one  year  prior  Gairrs  in  Consumer  Electronics  Insert  inches  more  than  offset  this  Gregory's  volume  lo^  in  ROP  adver¬ 
tising  Inches  Many  categories  are  continuing  to  shift  ROP  advertising  lineage  into  inserts,  producing  extremely  healthy  insert  advertis¬ 
ing  volume 


E&P/CMR  Display  Classified  Index  (march) 


National  Categories  YTD  Mar  99  National  Categories  YTD  RNar  99 

Automotive  1%  0%  Real  Estate  12%  1% 

Education  1%  -8%  Reciuitment  -11%  -25% 

Other  Display  Classified  7%  5% 

Total  All  National  Categowes  YTD  0%  March  1999  -5% 

Education.  Recruitment  wi  Real  Estate  are  traditionally  Sunday  dominant  segments,  therefore  affected  by  the  comparison  of  four  Sundays 
in  March  1999  to  five  Sundays  in  March  1998  However,  nearly  75%  ot  the  Recruitment  volume  losses  year-to-date  occurred  m  March. 
A  strong  performance  in  the  Real  Estate  categories  has  helped  offset  the  losses  in  Recruitment  advertising  inches,  and  ensiled  the  over¬ 
all  Classified  Index  to  remain  refalively  tial  year  over  year 
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ye  ar  book 


The  world’s  premier  source  book  on  today’s  newspapers.  Now 
in  its  79th  annual  edition,  the  Year  Book  is  an  exhaustive  com¬ 
pilation  of  names,  statistics,  data  and  newspaper-by-newspaper 
information  you’ll  find  nowhere  else! 

P/\m  1  -  U.S.,  CANADIAN  AND  FOREIGN  DALIES 

Dailies  throughout  the  world  including  contact  names,  addresses, 
phone/fex  numbers,  local  population,  circulation,  special  editions, 
mechanical  specs,  equipment,  news  services  and  more!  Also  data  on 
news,  picture  and  syndicated  services;  equipment/interaaive  prod¬ 
ucts  and  services;  and  other  organizations  and  industry  services. 

NliW!  PART  2  -  U.S.  AND  CANADIAN  COMMU¬ 
NITY,  SPECIALTY  illld  FREE  PUBLICATIONS 

Community  papers,  shoppers/TMQ,  specialty  and  niche  publica¬ 
tions:  alternative,  ethnic,  religious  ...  Contaa  names,  addresses, 
phone/fax  numbers,  circulation,  ad  rates,  mechanical  specs,  equip¬ 
ment  and  more! 

PAR  I  A  -  "WHO’S  WHERE’ 

Your  separate,  perfectly  portable  and  packable  phone  directory  of  the 
major  players  in  both  DAILY  and  NON-DAILY  papers. 
Alphabetical  by  name  with  company  name,  title  and  phone  number. 


IT’S  THE  WHO,  Wn.AT,  WHERE,  WHEN 
AND  HOW  OF  NEWSPAPERS! 

More  than  16,000  research  hours  have  been  devoted  to  revising, 
adding,  updating  and  enhancing  the  Year  Bcxjk.  It  provides  the  most 
up-to-date  data  available.  Order  your  set  today! 

PRICING 

Full  set,  Parts  1,  2  and  3  -  $179  •  Dailies  (Part  1)  and 
Who’s  Where  (Part  3)  —  $129  •  Dailies  (Part  1)  ONLY  —  $1 15 
Ask  about  discounts  on  jive  or  more  copies! 

Also  available  on  CD-ROM 

Database  and  application  WITH  listing  capabilities  ~  $895 

Mail  Your  Order  and  Payment  To:  Editor  &  Publisher  International  Year 
Book,  PO  Box  3000,  Denville,  NJ  07834-3000  Or  charge  your  order  to 
your  AMEXAisa/MC  account,  call:  800-783-4903  •  Fax:  973-627-5872 
•  E-mail:  edpub@mediainfb.com  ORDER  ONLINE:  www.mediainfo.com 
•  CD-ROM  inquiries:  (212)  675-4380,  ext.  172 

Payment  must  accompany  all  orders  for  1999  edition.  CA,  CO,  DC,  MA  and 
NY  residents  please  add  appropriate  sales  tax.  Canada  tesidents  please  add 
GST.  No  shipment  to  PO  Boxes.  All  CD-ROM  sales  are  final. 


The  EorroRiSfPuBLiSHER  company 

Where  You’ll  Find  the  Powers  of  the  Press.™ 
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Editorial  cartoonists  seeking 
good  yet  good-to-satirize  prez 


As  the  2000  election  nears, 
the  candidate  who’s  best 
for  the  country  may  not 
be  best  for  cartoonists 

by  David  Astor 

Editorial  cartoonists  sometimes  wish 
they  could  clone  themselves  before 
going  to  the  polls.  The  voter  clone 
would  pick  the  best  candidate,  while  the 
satirist  clone  would  opt  for  the  politician 
easiest  to  lampoon. 

With  this  dilemma  in  mind.  E&P  asked 
cartoonists  who  they  favor,  professionally 
vs.  personally,  for  president  in  2000. 

His  preference  as  a  cartoon  subject? 
“Probably  the  guy  with  the  biggest  nose,” 
Jokes  Dwane  Powell  of  The  News  <6  Obser¬ 
ver  in  Raleigh,  N.C.,  and  the  Los  Angeles 
Times  Syndicate. 

“As  an  editorial  car- 
tooni.st.  I  would  love 
to  see  Ross  Perot 
elected  president,” 
comments  Walt  Han- 
delsman  of  The  Times- 
Picayune  in  New 
Orleans  and  Tribune 
Media  Services.  “Bad 


news  is  good  news  in  my  business,  and  he’s 
full  of  it  —  bad  news,  that  is.” 

Jimmy  Margulies,  of  The  Record  in 
Hackensack,  N.J.,  and  North  America 
Syndicate,  says  a  “Republican  Right”  presi¬ 
dent  such  as  Dan  Quayle,  Steve  Forbes,  Pat 
Buchanan,  or  Gary  Bauer  would  give  him 
lots  of  cartcxrn  material.  “I  consider  these 
people  to  be  either  wacky  or  downright  dan¬ 
gerous,”  he  states. 

Universal  Press  Syndicate’s  Ted  Rail 
says,  “I’m  kind  of  hoping  for  Dan  Quayle 
to  break  out  of  the  pack  and  get  himself 
elected.  He’s  a  true  idiot,  the  kind  of  deer- 
in-the-headlights  fool  who  harkens  to  the 
golden  days  of  Ronald  Reagan  that  I  was 
too  young  to  do  at  the  time.” 

Rail  adds,  “I’ll  settle  for  [Al]  Gore,  since 
he’s  more  of  an  idiot  than  people  realize,  and 
his  looks  fit  in  well  with  my  wooden  draw¬ 
ing  style.  Worst-case  scenario  would  be 
George  ‘Quincy’  Bush,  a  pale  imitation  of  a 
pale  imitation  of  Reagan.  I’ve  already  started 
drawing  him  by  running  him  through  multi¬ 
ple  Xerox  copy  generations.” 

Steve  Breen,  of  the  Ashury  Park  (N.J.) 
Press  and  Copley  News  Service,  has  a  high¬ 
er  opinion  of  the  ex -president’s  son.  “George 
Bush  Jr.  would  be  a  good  choice  for  me  as  a 
voter  and  as  a  cartoonist,”  Breen  says.  “He 
seems  to  be  a  good  guy,  and  I’m  used  to 
drawing  those  familiar  features.  As  a  voter. 


I’m  hoping  no  skeletons  emerge  from  his 
closet,  because  I’d  like  to  see  him  win.  But 
I’m  tom.  We  cartoonists  live  for  skeletons 
and  scandals.” 

Mike  Ramirez,  of  the  Los  Angeles  Times 
and  Copley,  adds,  “George  W.  Bush  seems  to 
have  the  desirable  element  of  conservative 
philosophy,  but  it’s  temjtered  with  a  reason¬ 
able  moderation.”  Ramirez  does  emphasize 
that,  because  editorial  cartooning  should  be 
about  issues  and  not  personalities,  he’d  still 
find  plenty  to  satirize  if  Bush  were  president. 

“As  an  editorial  cartoonist.  I’m  an  equal- 
opportunity  offender,”  he  says. 

But  Ramirez  would  most  like  to  target  a 
President  Gore.  “Bill  Clinton  has  been  a 
godsend  for  editorial  cartoonists,”  he 

observes.  “If  we  can’t  have  Bill  Clinton  any¬ 
more,  we  can  have  ‘Bill  Clinton  Lite.’” 

Bob  Englehart  says  Gore  is  one  of  sever¬ 
al  presidential  candidates  who  would  make 
good  cartoon  fodder.  “I  draw  Gore  as  a  stiff 

—  a  plywood  cutout  _ i 

being  pushed  around  on  i  ! 

wheels  —  so  that  would  |  I 

continue  because  he’ll  i 

never  change,”  com-  ;  VdR  \ 

ments  The  Hartford 
(Conn.)  Coiirant  and 
ParadigmTSA  syndi¬ 
cate  creator.  “[John] 

McCain’s  OK  —  he 


looks  like  a  Picasso  ceramic.  George  | 
‘Dubya’  looks  like  the  result  of  what  would 
happen  if  you  combined  the  DNA  of  his  dad 
and  Dan  Quayle.  Hmm.  The  science  exists.” 

Chip  Bok  also  finds  several  candidates 
ripe  for  satire.  For  instance,  “Liddy  Dole 
would  be  great  doing  her  mosh-pit-dive, 
walk-around  style  at  the  ‘State  of  the  Union’ 
address,  stalked  by  Bob  strung  out  on 
Viagra,”  says  the  Akron  Beacon  Journal  and 
Creators  Syndicate  cartoonist.  “I  would 
always  draw  Lamar  Alexander  in  a  plaid 
shirt  whether  he  wears  one  or  not.” 

Kevin  Kallaugher  wants  one  party  in  the 
White  House  and  the  other  controlling 
Congress.  “If  one  party  should  hold  both 
wings  of  the  federal  government,  there  is  a 
greater  temptation  for  political  and  ideologi¬ 
cal  excess,”  says  the  creator  for  The  (Balti¬ 
more)  Sun  and  Cartoonists  &  Writers 
Syndicate.  “Tire  majority  of  Americans,  I 
believe,  inhabit  the  muddy  middle  ground.” 

With  a  split  government,  “KAL”  adds, 
“Each  party  can  act  as  a  check  and  modu¬ 
lator  to  the  extremes  of  its  counterpart. 
This  also  creates  a  better  environment  for 
the  cartoonists.  There  is  a  lot  of  tension 
inherent  in  such  an  arrangement.  Fireworks 
will  fly,  backs  will  be  stabbed,  promises 
will  be  broken  —  all  in  all,  a  good  place  to 
find  cartoon  material.” 

As  a  voter,  Margulies  favors  Bill 
Bradley  among  the  likely  candidates.  “1 
like  his  stance  on  issues  such  as  campaign 
finance  reform,  and  I  also  admire  his  con¬ 
fronting  the  issue  of  race  in  this  country,” 
he  says,  adding,  in  the  interest  of  full  dis¬ 
closure,  that  Bradley  is  a  former  U.S.  sen¬ 
ator  from  his  state  and  wrote  the  foreword 
to  his  latest  cartoon  collection. 

Bok  is  also  a  Bradley  fan.  “He  actually 
accomplished  something  meaningful  in  pol¬ 
itics  —  he  reformed  the  tax  code,”  says  the 
Ohio-based  cartoonist.  “He  also  has  had  a 
successful  life  outside  of  politics,  most 
notably  as  an  NBA  star,  and  he’s  a  gentle¬ 
man,  he’s  smart,  he’s  honest,  and  he’s  wide¬ 
ly  respected.  He  doesn’t  stand  a  chance.” 

But  if  Bradley  somehow  won,  Bok  adds, 
“it  would  be  four  lost  years”  for  him  as  a 
cartoonist. 

Mike  Thompson,  of  The  Detroit  Free 
Press  and  Copley,  has  yet  to  decide  who  he’ll 
support,  but  thinks  it  will  be  a  difficult  elec¬ 
tion  for  cartoonists.  “So  far,  this  presidential 
race  has  been  a  yawner,”  he  says.  “The  econ¬ 
omy’s  booming  and  people  are  content,  so 
it’s  tough  for  candidates  to  find  hot-button 
issues.  Also,  the  party  nominations  are  all  but 
locked  up”  by  Gore  and  Bush. 

Rail  isn’t  enamored  with  any  of  the 


Democrats  or  Republicans  running  and  is 
hoping  for  a  third-party  candidate,  such  as 
Ralph  Nader,  to  emerge.  “1  don’t  believe  in 
the  lesser-of-two-evils  philosophy,”  he  says. 
“1  will  only  vote  for  someone  1  actually  want 
to  see  take  the  oath  of  office.” 

Englehart  adds.  “I’m  holding  out  for  a 
viable  third-party  candidate,  but  I’m  not 
holding  my  breath.  Both  current  major  par¬ 
ties  are  dead  in  the  water,  and  neither  stands 
for  anything  of  real  substance  anymore. 
They’ve  co-opted  each  other  to  the  point 
where  they’re  nearly  the  same.” 

.And  what  about  losing  that  target  of  tar¬ 
gets,  Clinton,  after  the  next  election'? 

“As  a  decent  American,  I’m  glad  Clinton 
can’t  run  in  2(X)0,”  says  Breen.  “As  a  decent 
editorial  cartoonist.  I’m  sad  he  can’t.”  But 
Bok  comments.  “Anyone  will  be  better  than 
Clinton  because  it’s  just  so  tough  to  stay  out 
in  front  of  him  in  terms  of  satire.” 


EtSfP  BRIEFS 


Syndicated  info 
from  Argentina 

Clarin  Contenidos  has  become  a  syndi¬ 
cation  contender. 

The  Spanish-language  service,  which 
started  1 4  months  ago,  now  has  more  than 
50  clients.  The  majority  are  in  South 
America,  but  The  New  York  Times  and 
several  other  U.S. -based  publications  also 
use  CC  material,  such  as  pictures. 

“Our  aim  is  to  work  more  with 
Hispanic  publications  in  the  U.S.,”  says 
Patricia  Quijano  Dark,  a  CC  editor. 

CC  is  affiliated  with  Clarin,  the 
Buenos  Aires,  Argentina-based  newspa¬ 
per  with  a  circulation  of  600,000  daily 
and  over  a  million  on  Sunday.  Founded  in 
1945,  the  paper  employs  400  journalists, 
as  well  as  19  correspondents  in  cities 
such  as  Beijing  and  Belgrade,  Yugoslavia. 

The  five-day-a-week  CC  oITers  fea¬ 
tures,  opinion  columns,  graphics,  and 
other  material  from  Clarin,  as  well  as 
from  its  Sunday  magazine;  its  weekly 
supplements,  covering  topics  such  as 
travel  and  computers;  its  sports  newspa¬ 
per;  and  contributors  from  Latin  America 
and  Europe.  CC  also  distributes  Sygma 
pictures  in  Argentina. 

Dark  reports  that  CC  (www.clarin-con- 
tenidos.com.ar)  hopes  to  also  offer  its 
material  in  Portuguese  and  English  in  the 
future.  —  David  Astor 


SYNDIC/^,  selves 


Famous  faces 
drawn  on  disk 


A  CD-ROM 
containing  58  car¬ 
icatures  is  being 
offered  by  Copley 
News  Service. 

Subjects  include 
Bill  Clinton,  presi¬ 
dential  candidates, 

Madeleine  Al¬ 
bright,  Pope  John  The  first  lady,  drawn 
Paul  11.  Nelson  by  Mike  Thompson 
Mandela,  Boris 
Yeltsin.  Saddam  Hussein,  and  others. 

Artists  include  Copley  editorial  car¬ 
toonists  Mike  Ramirez  of  the  Los  Angeles 
Times,  Mike  Thompson  of  The  Detroit 
Free  Press,  and  Scott  Stantis  of  The 
Birmingham  (Ala.)  News. 


Service  offers 
NASCAR  info 

Sportz  News  Service  is  offering 
NASCAR  information  that  clients  can  use 
during  auto  racing’s  “off’  days  (Monday 
through  Thursday)  and  its  offseason. 

Each  week,  the  service  (www.writer- 
snet.net/sportznews/demo/index.html) 
provides  six  features. 


Thomson  Target  Media  and  Thomson 
Interactive  Media  will  be  integrating 
their  efforts.  See  story  on  Page  10 


The  head  of  the  National  Society  of 
Newspaper  Columnists  says  fame 
shouldn’t  be  pursued  at  the  expense  of 
one’s  column.  See  Shop  Talk  on  Page  62 

Etcetera  . . . 

THbune  Media  Services  writer  Steve 
Dale  did  several  “My  Pet  World” 
columns  about  the  effects  of  the  Balkans 
war  and  the  Oklahoma  tornadoes  on  pets 
and  pet  owners  ...  Urbandale,  lowa- 
based  Motor  News  Media  is  offering 
Jonathan  Marks’  “LoneStar  Motoring” 
feature  to  its  Texas  clients  in  June  ... 
Mark  Parisi  let  his  4-year-old  daughter 
Jenny  draw  “off  the  mark”  on  April  22, 
the  day  many  parents  took  their  kids  to 
work.  The  Atlantic  Feature  Syndicate 
comic  pictured  a  cat  walking  a  person. 
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NATO  details 
bomb  attacks 


FULL  PAGES 


COLLECTIONS 


NATO  hM  admined  Kt  warptanes  might  hava  hH  cMHan  vahiclat  ai 
cauaad  civilian  cMuaWaa  in  dlaputad  Macka  in  Koaovo  on  April  14 
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OENERAL  ORERATIONS 


Weak  results  fer  newsprint  makers 


As  oversupply  drives 
downtime,  papermakers 
cut  jobs,  pay  debt,  buy 
back  stock,  and  sell  some 
assets  and  operations 


Weak  results  for  newsprint  man¬ 
ufacturers  recently  have  led  to 
additional  downtime  at  mills  and 
at  least  one  sizeable  work-force  reduction. 

North  America’s  biggest  newsprint  maker, 
Montreal-based  Abitibi-Consolidated  Inc., 
earned  $9  million  (Canadian)  from  continu¬ 
ing  operations  in  its  first  quarter,  compared 
with  C$52  million  for  the  same  period  a  year 
ago.  Sales  for  the  quarter  came  to  CS 1 .07  bil¬ 
lion,  C$20  million  less  than  in  1998. 

Restructuring  and  unusual  after-tax 
charges  amounting  to  C$92  million  brought 
about  an  C$83  million  net  loss  for  the  quar¬ 
ter  just  ended,  compared  with  a  net  profit  of 
C$40  million  in  the  same  period  last  year. 
Restructuring  charges  relate  mainly  to  the 
company’s  plan  to  reduce  its  work  force  of 
13,0(X)  by  10%  this  year  and  next. 

Abitibi  says  it  expects  to  repeat  in  the  sec¬ 
ond  quarter  its  first-quarter  withdrawal  from 
the  market  of  45,000  metric  tons  of 
newsprint  through  downtime. 

Noting  stagnant  business  in  North 
America,  Abitibi  president  John  Weaver 
forecasts  no  real  improvement  in  the  second 
quarter  and  does  not  rule  out  further  layoffs. 

Separately,  in  a  planned  move  reported 
earlier,  Smurfit-Stone  Container  Corp. 
reached  agreement  to  sell  all  its  remaining 
Abitibi-Consolidated  stock  (representing 
about  22%  of  all  outstanding  shares)  to 
Bunting  Warburg  Dillon  Read  Inc.  in  an 
underwritten  transaction.  Proceeds  of  C$617 
million  are  to  be  applied  to  debt. 

No.  2  newsprint  maker  Bowater  Inc., 
Greenville,  S.C.,  saw  first-quarter  net  income 
Jump  to  US$1()6.5  million.  Excluding  non¬ 
operating  items,  it  came  to  US$19.2  million 
on  US$571.3  million  in  net  sales,  compared 
with  net  income  of  US$24.8  million  on 
US$383.2  million  in  net  sales  a  year  earlier. 

Bowater  has  seen  newsprint  and  coated 
stock  prices  fall,  pulp  prices  rise,  and  manu¬ 
facturing  costs  decline  since  it  acquired 
Avenor  last  year.  After  announcing  removal 
of  50,000  tons  of  newsprint  from  production, 
Bowater  says  it  will  cut  another  75,(X)0  tons. 


As  other  producers  have  done,  Bowater 
has  repurchased  4  million  shares  of  its  stock 
and  will  buy  as  much  as  5.5  million  more 
(roughly  10%  of  outstanding  shares. 

Most  recently,  Bo¬ 
water  signed  an  agree-  BowatGF 

ment  to  sell  its  Great 
Northern  Paper  Inc.  nGWSprlnt 

(GNP)  subsidiary  to  StOCk  D 

Quebec-based  invest-  ^ 

ment  group  Inexcon  pulp  pri 

Maine  Inc.  for  an  undis- 
closed  price.  GNP  owns  3nd  man 

pulp  and  paper  mills,  cOStS  dOC 
380,000  acres  of  tim- 
berland  and  an  exten-  acpuirGi 

sive  hydroelectric  sys¬ 
tem  in  Maine. 

The  company  planned  to  modernize  its 
East  Millinocket  pulp  mill  and  two  paper 
machines  and  improve  its  energy  systems  in 
a  two-year  project  slated  to  begin  early  this 
year.  In  Millinocket  it  has  a  large  directory 
paper  machine  and  three  small  coated 
groundwood  and  specialty  machines  {E&P, 
May  16,  1998,  page  30). 

After  announcing  its  own  production  cut 
of  59,000  tons  in  1999,  Donohue  Inc.  posted 
first-quarter  profit  of  C$50  million  on  sales 
of  C$586  million,  compared  with  profit  of 
C$46.9  million  on  sales  of  C$447  million  in 
the  year-earlier  period,  when  transaction 
prices  for  newsprint  (which  accounted  for 
about  75%  of  Donohue  first-quarter  operat¬ 
ing  income)  were  6%  higher. 

Jacobs  Engineering  Group  Inc.,  Green¬ 
ville,  S.C.,  will  engineer  and  build  a  $70  mil¬ 
lion  de-inking  plant  expansion  at  Donohue’s 
Sheldon,  Texas,  newsprint  mill  over  the  next 
10  months.  Raising  daily  de-inking  capacity 
from  500  to  1 ,340  tons  will  shift  production 
away  from  higher-cost  kraft  pulp. 

Alliance  Forest  Products  Inc.’s  net  earn¬ 
ings  dropped  to  C$2.7  million  in  the  first 
quarter  from  C$6.5  in  the  same  period  of 
1998.  During  the  quarter,  the  company  sold  a 
cogeneration  plant,  decided  to  sell  its 
Alabama  woodlands,  and  completed  the  pur- 
cha.se  of  5%  of  its  common  shares. 

Bear  Island  Paper  Co.,  Charlottesville, 
Va.,  showed  a  first-quarter  net  loss  of  Just 
under  US$1.5  million,  compared  with  net  in¬ 
come  of  US$1.67  million  for  the  first  quarter 
of  1998.  The  company  said  the  latest  quar¬ 
ter’s  results  suffered  from  a  7%  decline  in 
average  selling  price,  an  8%  decrea.se  in  sales 
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volume,  and  a  5%  increase  in  manufacturing 
costs  (from  a  non-recurring  severance-related 
charge  and  higher  material  and  energy  costs). 

Most  recently.  Bear  Island  sold  approxi¬ 
mately  82.(XX)  acres  of 
las  seen  tlmberlands  to  Virginia 

Forest  Investments.  Net 
nd  coated  proceeds  will  be  used 

r'oc  fall 

’  Pacifica  Papers  Inc., 

eS  rise,  Vancouver,  British 

Columbia,  reported  first- 
racturing  quarter  net  earnings  of 

le  since  it  c$700,()00  on  sales  of 

C$191.1  million,  citing  a 
Avenor.  C$4.4  million  write-off 

of  a  deferred  foreign- 
exchange  loss  associated  with  refinancing 
and  a  C$  1 .4  million  charge  related  to  combi¬ 
nation  discussions  with  Alliance  Forest 
Products.  Earnings  before  interest,  taxes, 
depreciation  and  amortization  totaled  C$34.2 
million.  Besides  industry-wide  market  condi¬ 
tions.  Pacifica  cited  higher  manufacturing 
costs  related  to  emphasis  on  value-added 
papers  and  a  2V2-day  maintenance  shutdown 
at  one  of  its  former  MacMillan  Bloedel  mills. 

Tembec  Inc.,  Montreal,  posted  a  net  loss 
of  C$21  million  for  the  quarter  ended  March 
3 1 ,  compared  with  net  earnings  of  C$7.4  mil¬ 
lion  in  the  corresponding  quarter  of  1998.  All 
but  C$1.4  million  of  the  loss  related  to 
redemption  of  debt.  For  the  same  quarters, 
gross  sales  rose  from  C$379.3  million  to 
C$4()9.1  million,  and  operating  earnings 
slipped  from  C$51.3  million  to  C$49.4. 

The  diversified  paper-products  company 
says  its  operating  earnings’  drop  “was  pri¬ 
marily  attributable  to  weaker  newsprint 
prices”  and  that  it  does  “not  anticipate  a 
rebound  in  this  segment  in  the  near  term.” 

Tembec  also  continued  its  stock  repur¬ 
chase  (which,  since  last  October,  has 
amounted  to  over  1.6  million  shares),  and 
bought  a  lumber  and  pulp  business.  Shortly 
after  the  quarter  ended,  it  issued  US$250  mil¬ 
lion  of  unsecured.  8.625%  senior  notes,  due 
2009.  Proceeds  were  used  to  pay  debt, 
including  12.25%  .senior  secured  notes,  due 
2005,  and  for  general  purposes. 

Privately  held  Kruger  Inc.,  Montreal, 
invested  C$155  in  its  mills  last  year  to  boost 
capacity,  quality,  and  service;  cut  costs:  add 
new  technology;  and  create  value-added 
products.  Half  the  capital  projects,  it  says, 
were  at  newsprint  and  specialty  mills.  ■■ 
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Donohue  buys  out 
Finlay  partner 

Montreal -based  Donohue  Inc.,  the  for¬ 
est-products  subsidiary  of  Quebecor  Inc., 
says  it  will  acquire  Slocan  Forest  Products 
Inc.’s  stake  in  Finlay  Forest  Industries  Inc. 

Finlay  co-owner  Donohue  agreed  to  pay 
five-year  partner  Slocan,  based  in 
Richmond,  British  Columbia,  $80  million 
(Canadian)  and  assume  an  equal  amount  of 
debt  for  its  half  of  the  business.  Slocan 
CEO  I.K.  Barber  says  the  transaction  is 
expected  to  be  completed  within  90  days. 

Based  in  Mackenzie,  British  Columbia, 
Finlay  produces  200,0(K)  metric  tons  of 
newsprint  and  specialty  papers  a  year,  and 
owns  a  pulp  plant  and  two  saw  mills. 

Donohue  CEO  Michel  Desbiens  says 
the  deal  will  boost  his  company’s  presence 
in  western  Canada  and  help  it  meet  cus¬ 
tomer  needs  worldwide.  The  sale  will  help 
reduce  Slocan  debt  and  leave  it  to  concen¬ 
trate  on  its  core  wood  and  pulp  operations. 

Newsprint  usage 
rises  a  bit  in  ’99 

U.S.  daily  newspapers  used  723,0(X) 
metric  tons  of  newsprint  in  February  and 
775,(XX)  metric  tons  in  March,  increases  of 
1.5%  and  0.4%,  respectively,  compared 
with  levels  of  a  year  earlier,  according  to 
the  Newspaper  Association  of  America. 

Publishers’  end-of-month  newsprint 
inventories  totaled  984,000  and  980,000 
tons  for  the  same  two  months,  representing 
41-  and  38-day  supplies  and  declines  of 
7.3%  and  6.6%  from  the  tonnage  held  or  in 
transit  in  February  and  March  of  1998. 

Newsprint  outlook 
from  buyer,  seller 

PAGE  Co-op  general  manager  Chuck 
Berky  told  members  in  April  that  a  further 
newsprint  price  decrea.se  this  spring  was 
“quite  possible.”  He  says  prices  for  the 
Wayne,  Pa.,  purchasing  cooperative  already 
had  dropped  15.5%  over  the  past  six  months. 

With  an  oversupply  responsible  for  the 
low  prices  and  mill  inventories  reportedly 
still  very  high  as  the  traditionally  low  con¬ 
sumption  of  summer  months  approaches. 
Berky  notes  the  situation  could  move  more 
newsprint  onto  the  spot  market  at  prices 
low  enough  to  pull  down  contract  prices. 

“We  expect  to  see  the  bottom  this  sum¬ 


mer  and  see  recovery  thereafter,”  Abitibi- 
Consolidated  Inc.  president  John  Weaver 
told  Reuters  recently,  echoing  remarks  made 
days  earlier  by  Donohue  Inc.  CEO  Michel 
Desbiens.  Weaver  notes  that  the  fall  in  prices 
has  begun  to  slow  since  the  steep  decline 
from  $600  a  ton  late  last  year  to  an  average 
of  just  over  $500  (with  some  spot  prices  just 
under  that  figure)  in  the  pa.st  quarter. 

Weaver  and  Desbiens  say  their  industry 
suffers  from  a  million-ton  (10%)  overca¬ 
pacity.  Even  if  export  markets  recover,  says 
Weaver,  manufacturers  will  have  to  cut 
production  by  half  that  amount.  Earlier  this 
month,  Houston-based  Enron  Capital  & 
Trade  Resources  Corp.  analysts  predicted 
that  although  recovery  in  the  Far  East  will 
ease  overcapacity,  “Europe’s  economy 
seems  to  be  heading  in  the  opposite  direc¬ 
tion  and  will  offset  some  of  the  benefits.” 

Besides  global  economic  factors,  Berky 
says,  price  recovery  may  be  delayed  as 
more  publishers  convert  to  economical  50- 
inch  web  widths  and/or  experiment  with  or 
adopt  lighter-basis-weight  paper. 

PAGE  says  nearly  20%  of  its  newsprint 
purchases  are  of  basis  weights  other  than  the 
30-pound  standard,  and  that  most  are  for 
27.7-pound  paper  that  has  become  the  stan¬ 
dard  for  most  of  its  New  England  members 
“and  is  growing  in  popularity”  in  the  West. 

NAA:  50-inch 
paper  on  a  roll 

Approximately  150  North  American 
newspapers  have  converted  or  are  convert¬ 
ing  to  narrower,  50-inch  newsprint  rolls, 
according  to  the  Newspaper  Association  of 
America  (NAA),  which  continues  to  sur¬ 
vey  members  for  conversion  trends  and 
industry  impact.  A  list  of  those  newspapers, 
as  well  as  others  considering  a  move  to  50- 
inch  web  widths,  and  an  online  form  for  sub¬ 
mitting  information  can  be  found  on  the  Web 
at:  naa.org/technology/pressweb/index.html. 

Among  the  latest  to  convert  is  the  The 
Birmingham  News,  which  contracted  with 
Goss  Graphic  Systems  for  the  web-width 
reduction  and  major  upgrade  to  its  three 
Metroliner  presses’  units  (digital  inkers, 
spray-bar  dampeners,  tool-free  lockups), 
folders  (cog-belt  deliveries,  second-fold 
roller  air  springs),  and  controls  interfaces. 

NAA  members  and  qualifying  non-mem¬ 
bers  may  discuss  web-width  reduction  at: 
http://c-forum.naa.org. 

For  information  in  print.  Pressline 
Services  Inc.  offers  the  "Web  Reduction 


Planner,”  based  on  the  St.  Louis  Metallizing 
Co.  subsidiary’s  conversion  project  experi¬ 
ence  at  the  St .  Louis  Post-Dispatch  and  New 
Haven  (Conn.)  Register. 

The  planner  (314-533-(X)80)  serves  as  a 
checklist  or  step-by-step  plan  for  press 
operation  and  maintenance  personnel  to 
implement  web  reduction.  Its  seven  sec¬ 
tions  cover  personnel  to  be  involved;  pre¬ 
press,  press,  and  post-press  equipment; 
assignment  of  contract  and  in-house  work; 
vendor-selection  criteria;  recording  bids; 
awarding  a  contract;  and  scheduling. 

Money  for  Kafus; 
kenaf  for  Spain 

Enron  Capital  &  Trade  Resources  Corp. 
increased  its  credit  available  to  kenaf 
developer  Kafus  Environmental  Industries 
to  $20  million.  The  promissory  note  carries 
provisions  for  conversion  to  Kafus  com¬ 
mon  stock.  Enron  also  acquired  warrants  to 
purchase  almost  half  a  million  shares  of 
Kafus  common  stock. 

Kafus,  owner  of  90%  of  Kenaf  Indus¬ 
tries  Ltd.,  says  it  is  analyzing  opportunities 
that  would  make  Spain  “its  primary  poten¬ 
tial  site  for  the  world’s  first  fully  integrated 
kenaf-based  industrial  development.” 

The  five-year  project  would  include  up  to 
50,000  acres  planted  with  the  fast-growing, 
high-yield  fiber  source  that  would  supply 
Kafus-controlled  industries  ranging  from 
papermaking  to  automotive  parts.  Climate, 
European-Union  and  government  incentives, 
and  the  domestic  market  for  kenaf-based 
products  were  among  the  reasons  that  Spain 
was  chosen,  according  to  Kafus. 

Freedom  at  PAGE 

Freedom  Newspapers  has  joined  PAGE 
Co-op,  Wayne,  Pa.,  an  equipment,  supplies, 
and  services  purchasing  cooperative  for 
privately  held  newspapers  and  groups. 

The  publisher  of  the  Orange  County 
(Calif.)  Register,  26  other  dailies,  and  five 
non-daily  newspapers  raises  the  number  of 
newspaper  company  members  to  143. 
Their  total  of  more  than  640  publishing 
locations  produces  353  daily  newspapers. 

PAGE  members  currently  spend  $140 
million  annually  with  55  suppliers  under 
volume-pricing  programs  for  consumables, 
computer  hardware,  publishing  systems, 
heavy  equipment  and  parts,  consulting  ser¬ 
vices,  and,  most  recently,  credit-card  pro- 
ce.ssing  services. 
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MediaPlus  at  all 
McClatchy  sites 

McClatchy  Newspapers  has  licensed 
Publishing  Business  Systems’  (PBS) 
MediaPlus  circulation  management,  List- 
Matching,  insert  management,  InSight,  and 
computer-based  training  products  for  its  1 1 
sites,  ranging  from  the  390,000-circulation 
Minneapolis  Star  Tribune  to  the  1 1,000-cir¬ 
culation  The  Beaufort  (S.C.)  Gazette. 

The  same  sites  also  will  handle  non-daily 
publications  using  the  same  software  from 
PBS,  Des  Plaines,  Ill. 

The  selection  ends  a  2V2-year  search  for  a 
system  “that  could  meet  the  needs  of  all  of 
our  newspapers,”  says  Frank  Whittaker, 
McClatchy  operations  vice  president.  “We 
see  significant  advantages  to  using  a  com¬ 
mon  system  at  all  of  our  newspapers,  such 
as  transferring  a  successful  marketing  idea 
from  one  newspaper  to  another.” 

In  a  prepared  release,  PBS  president 
Steve  Smith  says  the  experience  validates 
his  company’s  approach  —  starting  with 
smaller-circulation  papers,  then  annually 
adding  capabilities  to  suit  larger  customers. 
PBS  now  offers  Java-based  graphical  solu¬ 
tions  with  the  “functionality  necessary  to 
run  an  enterpri.se-level  mission-critical 
application.” 

Swatting  the  Y2K 
Bug  in  San  Diego 

Phoenix-based  ConSysGen  Inc.  is  pro¬ 
viding  Year-2()()0  remediation  services  for 
The  San  Diego  Union-Tribune. 

Using  its  proprietary  technologies, 
ConSysGen  is  working  with  the  paper  s 
information  technology  department  to  pro¬ 
vide  a  windowing  method  of  data  change, 
instead  of  expanding  to  four-digit  years  in 
the  circulation  system. 

According  to  ConSysGen,  the  method 
saves  the  publisher  approximately  80%  of 
projected  remediation  costs  and  provides  a 
faster  turnaround  time. 

Geac  interface  to 
Willow  Bend 

Tampa.  Fla.-based  Geac  Publishing 
Systems  and  Dallas-based  Willow  Bend 
Communications  have  interfaced  the  for¬ 
mer’s  World  Class  Series  circulation  system 


with  the  latter’s  Route  Xpert.  Users  can 
view  and  edit  route  boundaries  within  Xpert 
using  a  drag-and-drop  interface.  Changes 
automatically  update  routes  in  the  Geac  cir¬ 
culation  system. 

Baltimore  Sun 
redesigns  HQ 

The  Sun  awarded  international  architec¬ 
ture,  planning,  and  design  firm  RTKL 
Associates  Inc.  the  interior-design  contract 
for  its  Baltimore  corporate  offices. 

The  project  includes  redesign  and  reno¬ 
vation  of  250,()(X)  square  feet  of  opera¬ 
tional  and  editorial  offices  and  all  public 
spaces,  as  well  as  exterior  landscaping  and 
windows.  RTKL  also  will  upgrade  the 
4()0,(XK)-square-feet  base  building,  includ¬ 
ing  new  infrastructure  for  telecommunica¬ 
tions;  heating,  ventilation,  and  air  condi¬ 
tioning;  and  electric. 

The  phased  plan  allows  employees  to 
remain  in  the  building  throughout  the  18- 
month  project,  which  is  slated  for  comple¬ 
tion  by  the  third  quarter  of  next  year. 

The  design  makes  use  of  a  “main  street’ 
front-to-back  .spine  that  links  departments 
and  creates  informal  meeting  areas, 
encouraging  employee  interaction,  accord¬ 
ing  to  RTKL. 

The  renovation  marks  the  Sun's  50th  year 
at  its  current  North  Calvert  Street  address. 
To  improve  access,  all  public  spaces  (public 
business  offices,  cafeteria,  community 
room,  company  store)  will  be  relocated  to 
the  ground  floor  olf  the  main  lobby.  Some 
will  be  enhanced  by  a  garden  courtyard. 

Blevins  performs 
process  analyses 

Chuck  Blevins  &  Associates  (CBA), 
Vienna,  Va.,  completed  process  analyses  for 
the  Sarasota  (Fla.)  Herald-Tribune  and  The 
Columbian,  Vancouver,  Wash. 

The  consulting  firm’s  three-day  packag¬ 
ing  process  evaluation  in  Sara.sota  sought  to 
improve  productivity,  quality,  scheduling, 
and  communications  and  to  achieve  savings. 
It  says  it  found  “various  problems  and 
offered  solutions  for  short-and  long-term 
implementation.” 

In  Vancouver,  CBA  examined  all  opera¬ 
tions  for  opportunities  to  improve  quality, 
organization,  and  processes.  Among  the 
areas  targeted  for  improvement  was  repro¬ 


duction  quality,  for  which  a  quality  bench-  j 
mark  press  test  was  run.  j 

I 

IFRA2000  venue 
and  date  changed 

The  1FRA2(XX)  site  was  changed  from 
Stockholm,  Sweden,  to  Am.sterdam, 
Netherlands,  and  the  trade  show  was 
rescheduled  for  Oct.  9- 1 2,  2000.  IFRA,  the 
international  newspaper  production  and 
technology  organization  headquartered  in 
Darmstadt,  Germany,  says  exhibitors  pre¬ 
ferred  a  more  central  location  in  Europe  in 
a  year  when  the  bigger  Drupa  trade  show 
is  also  scheduled. 


BSP  PEOPLE 


NEASI-WEBER  INTERNATIONAL 

LARRY  STEIN  was  named  advanced 
systems  director  for  the  Northridge,  Calif., 
developer  of  newspaper  business  systems. 
The  former  engineering  vice  president  at  a 
small  software  firm,  who  earlier  worked  in 
the  aerospace  industry,  is  at  work  on  Neasi- 
Weber's  Dynamic  Depot  Trucking  project  in 
London  for  News  International. 

Other  new  staffers  include  ARA)illing 
specialist  SALINA  GRAVANCE.  and  soft¬ 
ware  engineers  DINO  APOSITOLIDES, 
BRANDON  CHUA,  and  CHU  SIOW. 
Also,  (lENIE  RANDOL  was  promoted  to 
accounting  systems  analyst  from  accounts 
receivable  specialist. 

IBM 

Media  attorney  and  consultant  TERRY 
MAGUIRE  joined  the  computer  maker 
based  in  White  Plains,  N.Y,  as  managing 
principal,  global  media  consulting,  at  its 
Media  and  Entertainment  Industry  business 
unit,  which  helps  executives  develop  and 
implement  new  business  .strategies. 

IBM  says  its  own  strategy  for  the  media 
industry  focuses  on  “solutions  that  provide 
...  the  underlying  technology  infrastruc¬ 
ture”  to  help  “improve  operational  efficien¬ 
cy  and  increase  revenue  through  existing 
and  new  channels.” 

The  former  Federal  Communications 
Commission  attorney  and  Newspaper 
Association  of  America  senior  vice  presi¬ 
dent  and  general  counsel  has  served  in  vari¬ 
ous  posts  with  other  U.S.,  European,  and 
international  newspaper  publishing  entities. 
He  also  co-owns  FrancePress  Inc.,  publisher 
of  Journal  Francaise  and  France  Today. 
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AVAILABLE 


AROUND  THE  NET 


SHORT  WEBSITE  REVIEWS 
From  Web  Digest  For  Morketers 
(WDFM).  Eoch  100-word  review  cov¬ 
ers  new  sites  in  categories  like  news,  e- 
commerce,  finance,  mOrketing,  travel, 
low,  soles,  entertainment  and  business  I 
to  business.  NY  Times,  USA  Today,  | 
CBS,  Bottom  Line  Personal,  CNN  and 
Publishers  Weekly  hove  covered  I 
WDFM.  Ad  Age  and  DM  News  both  ] 
syndicated  WDFM  reviews. 

Current  Issue/Free  subscription  at 
http;//wdfm.com  -  For  details, 
or  call  (212)  876-1096. 


_ ASTROLOGY _ 

Weekly  -  ASTROLOGY  -  Monthly 
Free  www  link  to  'Fortune  Cookies' 
hltp://www.  time-data.com/fc.html 
Time  Data  Syndicate  (800)  322-5101 


AUTOMOTIVE 

INTERNET  &  TECHNOLOGY 

:  AUTOMOTIVE  NEWS,  world's  leading  \ 
authority  on  automotive  industry,  j 
Weekly  package  available.  Crain 
News  Service,  New  York:  Joe  Hanley, 
(719)  934-0890  Fnv  (919)  934- 

TechnologyFair.Com 

See  the  Tech  News  Center  for 

Tech  Editors  and  Journalists 
www.technologyfair.com 

7646.  Chicago:  Melanie  Glover  (312) 

PHOTOS 

649-5464,  Fax:  (312)  397-5500. 

CARTOONS 

NEWSMAKERS  PHOTO  SERVICE 
Online  photo  resource  for  news. 

BIG  AL  CARTOONS:  Samples 
www.bigalcartoons.com  E-mail  i 

feature,  sports  and  travel  pictures. 
www.newsmakers.net 

bigalcartoons@mindspring,com  1 

PUZZLES 

1  ' 

ENTERTAINMENT 

PUZZLE  FEATURES  SYNDICATE 

j  “Hollywood  Behind  the  Scenes" 

;  Hook  readers  with  insider's  view  of 
i  what  stars  are  really  doing. 

Rates  and  samples,  (800)  959-9977 

Call  (800)  292-4308/(909)  766-76 1 7 

BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 

HUMOR 

FREE  packet  with  sample  puzzles 
(409)  295-5794  Fax  (409)  295-9624  1 

WACKY  TIMES  -  A  vyeeltly  column  of 

P.O.  Box  1 972,  Huntsville,  TX  77342 

:  and  unlike  anything  you've  ever  seen 
'  before.  Sample  (805)  563-0499  or 

E-mail  ingetal@aol.com 

Some  things  have  to  be  believed  to  be 
seen 

Ralph  Hodgson 

LAUGHTER  & 
LEARNING 


Night  Lights  &  Pillow  Fights 

The  new  feature  £rocn  Rei^Kn-Awaid-Winning 
lUustratcr  Guy  Gilchrist  padcages  interactive 
learning,  fouTuly  ccxnics  and  illustrated  verse 
into  a  cohesive  uret  kids  love! 

In  crisp  B&W  and  incompar2ible  color 
Now  AppMring  In  ovor  40  papors 
including  Hartford  Courant  and  Boaton 
Harald:  and  70  on-lina  papars. 
ALSOAVACABLEASirreRNETCONTPfr 
Can  888-822-8396  for  information  or  to  buy 


ANNOUNCEMENTS 


BUSINESS  DEVELOPMENT 


McGonn  &  Co. 

New  and  Old  Media  projects/ventures 
jmcgann@aug.com 
(904)  826-1335 


NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


KAMEN  &  CO.  GROUP  SERVICES 
Appraisers/Management  Consultants 
Specializing  in  weekly/monthly  pub¬ 
lications.  NY  (516)  379-2797,  Tampa 
(727)  786-5930.  Fax  (516)  379-3812 


NEWSPAPER  BROKERS 


750Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscori  Court 
Gaithersburg,  MD  20882 
Lorry  Grimes-Pres.  (301 )  253-501 6 
Wren  Barnett,  South  (828)  698-0021 
Stephen  Klinger,  SWest/West 
(505)  524-0122 
Phillip  Ferguson,  SW/Midwest/ 
Internet  M&A  (409)  234-251 1 
Michael  Bradley,  Northeast 
(508)  563-2835 


NEWSPAPER  BROKERS 

BILL  A4ATTHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sole  and  purchase  of  highest  qual¬ 
ity  doily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sole  or 
purchase  of  a  property,  you  should  coll 
(727)733-8053 

or  write  Box  3129,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  RoymonJ,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


GREGG  K.  KNOWLES 
Knowles  Medio  Brokerage  Services 
Nationwide  Soles  &  Appraisals 
(909)  626-6440  Fox  (909)  624-8852 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


JMPC,  Est  1 983,  sells  community,  sub¬ 
urban,  niche,  doily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  hltp://www.|mpc.net 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1000 
3390  Peachtree  Rd.  NE 
AHonlo,  GA  30326 
(404)  364-6554  Fox  (404)  364-6533 
Lon  W.  Williams 


PHIlilPS  PROPERTIES,  INC. 
Consultonts-lnvestments 
Management-Brokers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fox  (850)  537-4050 


NEWSPAPER  BROKERS 


Confidential  Appraisals  Bolitho-Cribb  We  have  sold 
for  Estate,  ESOP,  «  thousands  of 

Partners.  Bank,  Tax,  oc  Associates  publishing  companies 
Stock,  Assets  since  1923 


Please  call  us  to  discuss  your  options  in  a  sale 


John  Cribb  Jim  Hicks 

406-586-6621  307-684-7431 

104  E.  Main,  Suite  402,  336  US  16  East, 

Bozeman,  MT  59715  •  Buffalo,  WY,  82t^ 

jcribbt^mtnet  )fhick»@trib.com 


Tom  Karavakis 
715-256-0081 
268  Edgemere  Way  E, 
NaplM,  FL  34  ifk 
tokis@mindspring.com 


For  a  listing  of  publications  for  sale,  go  to  www.crlbb.com 


NEWSPAPERS  FOR  SALE 


MEL  HODELL  NEWSPAPER  BROKER 
5196  Benito,  #1 1,  Montclair,  CA  91 763 
(909)626-6440  Fox  (909)  624-8852 


MICHAEL  D.  UNDSEY 
Experienced  -  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003  FAX  (307)  772-0004 


BI-MONTHLY  TRADE  NEWS  for  arts 
and  crafts  exhibition  for  sales.  10 
years  old.  Minimal  maintenance.  Can 
locate  anywhere.  Box  08837,  Editor  & 
Publisher. 


MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bin  ^rger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 
(512)  476-3950 


RURAL  NEW  ENGLAND  award  win¬ 
ning  weekly  grossing  $300,000.  Long 
est^lishecT,  paid  circulation,  unop¬ 
posed,  growing  area.  Owner  financing 
available.  Family  and  health  needs 
prompt  search  for  buyer.  Reply  with  let¬ 
ter  explaining  interest  to  Box  08820, 
Editor  &  Publimer. 


SOUTHERN  CALIFORNIA  paid  weekly 
in  growing  and  exclusive  market. 
Gross  near  $600M  with  strong  cash 
flow.  Priced  at  $900M.  Contact  Jim 
Hicks  (Bolitho-Cribb  &  Associates)  at 
(307)684-9407. 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community  M 

Newspapers  JM 

Check  our  References 
(214)265-9300  Ted  Rickenbacher 
Rickenbacher  Media 
6731  Desco  Dr.,  Dalla.s,  TX  73223 
www.rickenbachenncdia.com 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  lisad@mediainfo.com  •  michelea@mediainfo.com 


ANNOUNCEMENTS 

NEWSPAPERS  WANTED 

FACKEIMAN  NEWSPAPERS  SEEKS  to 
add  quality  publications  to  our  family 
of  community  newspapers.  Thinking  of 
selling?  Please  consider  us.  Cash  or 
terms.  Confidential.  Call  Marc  A. 
Richard  (850)  785-7709  or  mail  Box 
2265,  Pongmo  City,  FL  32402. _ 

WE  HAVE  BUYERS 
for  Newspaper  and 
Other  Print  Media 

RANGING  FROM  $  1 OOK  to  $  1 OOM 
Knowles  Media  Brokerage  Services 
Gregg  K.  Knowles,  President 
(909)  626-6440  Fax  (909)  624-8852 


EQUIPMENT  & 
SUPPLIES 

CAMERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  Corlbom  -  CK  Optical 
(310)  372-0372 


AllMAILROOM  EQUIPMENT 
MUllER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fax 

LARGE  GROUP  OF  1 992  QUIPP 
CONVEYOR  COMPONENTS 
(stream,  floor,  stackers) 

Muller  227  Inserters/Pockets 
Kansa  480  Inserters 
MID-AMERICA  GRAPHICS,  INC. 
(800)  356-4886  Fax  (81 6)  887-2762 

MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)273-5218  Fax  (407)  273-9011 


NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 


‘A  tradition  of  service 

to  community  newspapers’ 

“You  can  count  on  our  knowledge  and  experience  when  you  are  ^ 

contemplating  the  sale  of  your  community  newspaper.  “ 

Bolitho  Media  Service 

Brokers  •  Appraisers  •  Consultants  v#M. 

(580])  421-9600  il 

P.O.  Box  1985  •  Ada,  OK  74821-1985  Tom  Bolilho 

Web  address:  bolitho.com  •  e-mail:  bolitho@bolitho.com 


NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini  and 
Heidelljerg  Inserting  Systems 

•Spare  Parts  ‘Training  ‘Installation 
‘Mailroom  Systems 
‘Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Soles 
Phone:  (508)  850-7945 
Fax:  (508)850-7951 
www.newstec.com 

PIONEER  EQUIPMENT 
MUELLER  INSERTERS 
(One)  4-1  227S  (Two)  5-1  227S 
(Two)  6-1  227S 
Phone  (21 7)  431 -0275 
Fox  (21 7)  431-0273 


FERAG  EQUIPMENT 

FERAG  MULTI  CELL 
STACKER  COMPLEXES 
FOR  SALE 

Contact:  John  Wills 

Phono:  (516)  843-3003 
Fox:  (516)  843-2280 


Inland  Newspaper  Machinery 
Corporation 

For  a  complete  list  of  presses: 

WWW.  inlandnews.com 


INDUSTRY 
S 


MELVILLE,  NY 


CIRCULATION  SERVICES 


PRE-OWNED  MAILROOM  Equipment 
i  Bill  Kanipe,  ALTA  GRAPHICS,  INC. 

;  (770)  428-581 7  Fax  (770)  590-7267 

NEWSRACKS 

USED  NEWSRACKS  $35  each  plus 
I  shipping.  Minimum  order  1 2. 

Refurbished  racks  $150  each. 

;  Call  Mark  (559)  279-3402 


i  BESTSELEaiONOF 

I  USED  NEWSPAPER  PRESSES 
I  ON  THE  INTERNET  AT 

j  www.weljpresses.com 

'  COMMERCIAL  PRESSES  &AUXIUARIES 
:  ‘2  Units  V- 1 5D,  1 979,  in  prcxtuction 
I  until  5/30.  $35,000  each. 

I  ‘  1 0  Unit  V- 1 5D  Press  with  2  jF-4 
j  Folders.  $235,000. 

(8 1 5)  648-46 1 1  Fax  (8 1 5)  648-2856 

i  GOSS  COMMUNITY  PRESS  10  floor 
units  I  stack  (7  units  rebuilt).  1  SS/C 
!  folder  with  1  / 4  folder  and  upper  for- 
j  mer,  1  S/C  folder  with  1/4  folder,  2 
I  drives  parallel  system  with  7  clutches. 

Other  auxiliary  equipment  including 
,  two  1-Dab  stackers  available.  Call  Tom 
I  Bugbee  for  details  (520)  775-3804. 

!  METRO,  URBANITE,  COMMUNITY, 

I  SC,  SSC,  MAN  4/2  presses.  AL  TABER 
j  (770)  552- 1 528  Fax  (770)  552-2669 

^  USED  NEWSPAPER  PRESSES. 

Call  Henry  Cobb  @  ONE 
i  (404)  842-01 1 1 


CIRCULATION  SERVICES 


CIRCULATION  SERVICES 

Mill  ANSWER 
METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEAAARKETING 
Horace  Southward 
(877)  550-1515 
E-mail:  mns1@metro-news.com 
www.metro-news.com 


No  one  reaches  a  high  position  without 
daring 

Syrus 


CIRCULATION  SERVICES,  INC. 

Professional  Telemarketing  &  Database  Services 

PAID  IN  ADVANCETELEMARKETING 

Credit  Cards  or  FoneChex™- Thousands  Processed  Weekly 
25%  Minimum  PIA  Guaranteed 
Programs  Powered  By  INSOURCE™  -  Data  From  experian™ 

The  leading  source  of  consumer  marketing  info  available 
Great  Rates,  the  most  accurate  data  and  the  highest  quality  representation  available 


1-888-343-0470 


Offices  Nationwide 


PUBUCATIONS  FOR  SALE 

UVE,  WORK  in  HAWAII 
Very  profitable  real  estate  magazines. 

Aggressive  national  franchise. 

Full  color.  Room  to  grow  even  more. 

(808)  874-3536 

PUBUCATIONS  WANTED 

ARE  YOU  SELLING  or  thinking  about 
it?  Larry  Ross  Advertising,  Inc.  is  look¬ 
ing  to  purchase  publications  and  direct 
mailing  programs.  Open  to  all  types 
and  frequencies.  Please  contact  Larry 
Ross  at  (732)  679-6488,  or  moil  sam¬ 
ples  to  Lorry  Ross  Advertising,  Inc., 
2500  Route  9  South,  Old  Bridge,  NJ 
08857. 


OFFERED  FOR  SALE 
6-unit  Harris  V-22  press  with  JF1 
folder,  roll  stands,  and  press  drive. 
6-unit  News  King  press  (3  floor  units, 

3  stacked)  with  ICI6  folder,  roll  stands 
and  press  drive.  Tel:  (941 )  561  -6401 . 
E-mail:  inter@sprintmail.com 
Inter-Continental  Graphics,  Inc. 

PRESSES 

Goss  3:2  Folders  23  9/10",  22  3/4", 

22",  21  1/2",  21" 

New  or  Rebuild  Goss  R.T.P.  42"  +  45" 

Goss  Y  columns  all  sizes 

Goss  Metro  Units 

Harris  1 650  folder  22  3/4" 

Northeast  Industries,  Inc. 

Tel;  (800)  821-6257 
Fox:  (323)  256-7607 

WANTED  TO  BUY 

GOING  DIGITAL?  Will  pay  cash  for 
photo  archives,  any  quantity,  any¬ 
where.  Call  Jim  1  (800)  872-9990. 

NEWSRACKS  WANTED.  Want  to  get 
rid  of  your  old  newsracks?  Call  me,  I 
will  buy  them.  John  (305)  225-3742. 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Tab>er 
ALTA  Graphics  Inc. 

(770)  428-5817  Fox  (770)  590-7267 

WANTED  DEAD  OR  AUVE 
Muller  Martini/Harris 
Inserters  &  Stitcher/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fax 


CIRCULATION  SERVICES 


III!!  ONE  ALTERNATIVE  FOR 
PRUDENT  NEWSPAPERS  Mil! 
Circulation  Development,  Inc. 
Teleservices  For  Newspapers 
(800)247-2338 
www.circulation.net 


BLENKARN  TELEMARKETING 
‘  Auto  pay  experts 
‘Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skoff  (800)  21 8-6731 

Your  wealth  is  where  your  friends  are 

Plautus 
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EDITOR  &  PUBLISHER  /  MAY  29.  1999 


www.mediainfo.com 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelpdmediajnfo.com  •  micheleadmediainfo.com 


INDUSTRY  I  CIRCULATION  SERVICES 

SERVICES  '  HEADUNE  PROMOTIONS,  INC. 


CIRCULATION  SERVICES 

PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


ui  I  iplele 


SEARCH 

uiii^iiy — 


•Cold  Coll  Selling 
•Upgrade  Selling 
•RetenHon/Renewal  Programs 
Coll  Dan  Bono  (800)  696-7788 


SPEaRUM  MARKETING  SERVICES 
A  teleservices  solution  for 
•Cold-call  projects 
•Stop-saver  projects 
•Up-grade  projects 
Call  Doug  Reese  at  (800)  972-6778 


NEWSPAPER  EXECUTIVE  SEARCH 


TELEMARKETING  SERVICES 

NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALUNG 

Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

_ PATF<;RAr;FnnMPF<;i  II TC _ 

(800)  260-9823 


TELE  DIREQ  MARKETING,  INC. 

(91 2)  226-6100  Fax  (91 2)  226-5414 
“newspaper  telemarketing  experts" 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791 -3301 
http://www.fakebrains.com 


NEWSPAPER  EXECUTIVE  SEARCH 


Executive  Search  Consultants 

J. 

“We  will  be  at  the  NAA  conference  in  Vancouver, 
June  13-15,  call  today  if  you  would  like  to  meet.” 

Ron  Haas  &  Associates 

713-977-8955  Fax  7l3-977-%56 
e-mail:  rhaa.s@rhaa.s.com 

Ron  Haas  | 

PRESSROOM  SERVICES 


DO  YOU  NEED  HELP  ON  YOUR 
ELEaRICAL  DRIVE  SYSTEM? 

AAASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908,  24  hour  line 
(505)842-1357 
P.O.Box  1952 
Albuquerque,  NM  87103 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
ductwork? 

Daily  Service  Contracts 
Time  Service 

Aa  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

30  Years  experience! 

PRESSROOM  CLEANERS 
I  CALL  TOLL  FREE  (800)  657-21 10 

!  TRAINING 

ADVERTISING  SALES  TRAINING 
Proven  results  in  increasing  ad  volume, 
new  contracts,  ad  count,  reductions  in 
errors  and  customer  retention.  We 
build  teams  that  get  results! 

Call  ProMax  Training 
&  Consulting,  Inc.  (800)  898-0444 


_ TRAINING _ 

j  NEWSPAPER  SALES  MAGIC.  Subscrip- 
I  tion  sales  troining  tapes.  4  upbeat 
I  tapes  show  how  to  clase/objections. 

I  American  Reading  Association 
I  (888)  747-2929  sales@magicm.com 


HELP  WANTED  ACCOUNTING _  ADMINISTRATIVE  _ ADVERTISING 


_ ACCOUNTING _ 

ACCOUNTING  MANAGER 

The  Ventura  County  Star  is  seeking  an  I 
accounting  manager  to  join  our  senior 
management  team.  Managing  a  staff  ! 
of  1 2,  responsibilities  will  include  finan¬ 
cial  reporting  and  analysis,  ensuring 
the  integrity  of  financial  information, 
developing  and  maintaining  internal  con¬ 
trol  procedures,  credit  and  collections, 
as  well  as  other  accounting  functions,  i 
Excellent  interpersonal  and  communi¬ 
cation  skills  are  essential  as  is  solid 
experience  in  a  computerized  environ¬ 
ment.  A  Bachelor's  degree  and  CPA  is 
preferred  with  5+  years  of  accounting 
and  supervisory  experience.  Newspa¬ 
per  publishing  experience  a  strong 
plus.  We  are  part  of  the  E.W.  Scripps 
chain  and  offer  a  competitive  salary, 
MBO  and  benefits  package.  Fax 
resume  and  salary  history  to  (805) 
655-1779. 

Ventura  County  Star 
5250  Ralston  Street 
Ventura,  CA  93003 
Attention:  Business  Manager 


Send  Box  Replies  to: 


Editor  &  Publisher 
Classified  Ad  Dept. 

1 1  West  19th  St. 
New  York,  NY  10011 


CONTROLLER 
South  Central  U  S.  Location 

Publishing  Company  located  in  the 
south  central  United  States  is  seeking  a 
controller  to  take  an  active  role  in 
managing  the  Accounting  Department, 
to  ensure  the  integrity  of  financial 
information,  and  to  oversee  financial 
and  statistical  reporting,  payroll  pro¬ 
cessing  and  payroll  taxes,  a/r,  a/p, 
credit  and  collections  and  inventory  con¬ 
trol. 

The  controller  is  also  responsible  for 
developing  and  maintaining  internal  con¬ 
trol  procedures,  coordinating  account- 
j  ing  issues  internally  with  other  depart- 
'  ments  and  with  outside  auditors, 
performing  in-depth  financial  analyses 
on  a  monthly  basis,  and  participating 
in  special  projects  as  requested  by 
senior  management. 

The  successful  candidate  will  have  at 
least  ten  years  of  accounting  experi- 
!  ence,  and  three  or  more  years  as  a  con- 
I  troller  in  a  medium  sized  company. 

[  Publishing  experience  is  helpful.  Strong 
!  computer  and  analytical  skills  are 
;  essential,  as  well  as  proficiency  with 
spreadsheet  and  automated  account¬ 
ing  packages.  Strong  managerial, 
administrative,  communication  and 
interpersonal  skills  are  required. 

Please  send  your  resume  with  salary 
requirements  to  our  accounting  firm: 

E-mail:  addcpaone@aol.com  or 
Fax:  (212)661-2654 


GENERAL  MANAGER 

San  Francisco  Bay  Guardian  is  seeking 
an  experienced  General  Manager. 
Responsibilities  include  strategic  plan- 
I  ning,  financial  management,  marketing 
and  sales  leadership  and  team  build- 
I  ing.  Successful  work  history  required, 
j  alternative  newsweekly  experience  and 
!  MBA  preferred.  Respond  by  mail,  fax 
or  E-mail  to  SFBG  Recruiting  Services, 
!  P.O.  Box  2478,  Vashon  Island,  WA 
I  98070,  Fax  (206)  463-3535,  or 
!  E-mail  to:  soundmarketing@msn.com 


PUBLISHER  needed  for  high  quality 
weekly  newspaper  in  Akron,  CO.  Full 
responsibility  for  P&L,  content,  promo¬ 
tional  activity,  planning  and  execution. 
Great  small  town.  Part  of  the  Denver 
Post  group  mcclains@ria.net 

GENERAL  MANAGER  needed  for  Ster¬ 
ling,  CO  daily  newspaper,  circulation 
5.5M.  Excellent  opportunity  to  advance 
to  publisher  or  move  to  another  Denver 
Post  property  in  Colorado. 

Both  papers  are  part  of  the  Denver  Post 
newspaper  group.  Accelerated  career 
!  opportunity  for  individual  with  ability 
I  and  ambition.  Full  compensation  pro- 
I  gram,  and  benefits.  Respond  to 
mcclains@ria.net  or  David  McClain, 

I  Journal-Advocate,  Box  1272,  Sterling, 
i  CO  80751. 


I  The  great  virtue  of  man  lies  in  his  ability  to 
j  correct  his  mistakes  and  to  continually 
I  make  a  new  man  of  himself 

:  Wang  Yang  Ming 


A  RARE  OPPORTUNITY  to  join  prog¬ 
ressive  over  100,000-t-  circulation, 
independent  daily  newspaper  with 
state-of-the-art  sales  system, 
technology  and  production  plant.  Can¬ 
didates  preferably  will  bring  both 
clossified  and  retail  management  expe¬ 
rience  to  the  assignment.  Job  features 
include  beautiful  N.W.  city,  nice  salary 
and  employee  benefit  package.  Please 
respond  by  sending  a  cover  letter, 
resume  and  salary  requirements  to  Dan 
Grady,  advertising  director.  The 
Spokesman-Review,  999  W.  Riverside, 
Spokane,  WA  99201 . 

Equal  Opportunity  Employer 

AD  DIREaOR/SALES  MANAGERS  - 
Visit  www.marks-ferber.com  for  current 
list  of  top  career  opportunities. 


AD  MANAGER 

For  25,000  daily  in  southern  New 
Mexico.  Great  readership.  Great 
market.  We  need  a  solid,  dynamic 
leader  who  can  grow  people  and 
revenue.  Could  earn  $60K  first  year 
salary/incentive.  Call  Dave  McCollum, 
publisher,  at  (505)  541  -5400. 

AD  MANAGER:  Award-winning 
Mobridge  Tribune,  SD's  largest  weekly. 
Strong  selling,  supervise  two.  $35,000 
plus  full  benefit  package.  Call  Larry 
Atkinson,  (800)  594-941 8. 


ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 


www.mediainfo.com 


EDITOR  &  PUBLISHER  /  MAY  29,  1999 


49 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  ha2elp@mediainf0.com  •  michelea@mediainfo.com 


HELP  WANTED 


_ ADVERTISING _ 

ADVERTISING  BUSINESS 
DEVELOPMENT  MANAGER 
Print  And  Internet  Publishing 

The  Herald,  a  Washington  Post  news¬ 
paper  company  located  20  miles  north 
of  Seattle  in  Everett,  WA,  is  seeking  on 
experienced  medio  professional  to 
identify  new  business  opportunities 
and,  coordinating  with  advertising 
sales  teams  and  New  Media  depart¬ 
ment,  help  realize  their  commercial 
potential.  Develop  and  manage  Web 
and  print  based  advertising  products 
and  services. 

Online  projects  may  include,  but  are 
not  limited  to,  content  sponsorship,  ban¬ 
ner  ads,  searchable  directories, 
classified  verticals,  and  e-commerce. 

You  must  have  an  entrepreneurial  spirit 
and  possess  communication  and  pres¬ 
entation  skills.  Also  skilled  in  project 
management,  strategic  thinking,  and 
operating  in  a  team  environment. 
Experience  in  vendor  assessment/ 
negotiatians,  and  familiarity  with  HTML 
a  pus. 

We  affer  competitive  salary  and 
bonus,  and  excellent  benefits. 
Qualified  applicants  should  submit 
resume  by  mail,  fax  (425)  339-3017 
or  E-mail  jobs@heraldnet.com  in  Word 
for  Windows  or  text  format  to: 

THE  HERALD 
Re:  BDM 
Box  930 

Everett,  WA  98206 


ADVERTISING  DIREQOR 
We  need  a  high-energy  advertising 
director  to  lead  aur  progressive  Zone  7 
daily  to  a  new  level  in  one  of  the  most 
affluent  and  competitive  suburban 
markets  in  the  Midwest.  Successful 
candidates  must  know  all  the  right 
revenue  buttans  to  push  in  retail, 
classified  and  niche  advertising  and 
have  the  drive  to  motivate  our  pro¬ 
fessional  sales  force  to  get  the  job  oone 
every  day.  Please  provide  resume  and 
salary  history  to  General  Manager, 
Box  08841 ,  Editor  &  Publisher. 


_ ADVERTISING _ 

ADVERTISING  DIRECOR 

j  The  Bozeman  Dail)r  Chranicle  is  seek- 
i  ing  a  results-oriented  advertising 
I  director  to  lead  a  staff  of  1 6.  If  you  are  [ 
;  a  strong  manager  who  has  a  sense  of  i 
urgency,  is  goal  oriented  and  can  lead 
and  teach  an  aggressive,  hard-  [ 
charging  sales  team,  then  you  could  be  | 
the  person  we  are  looking  for.  The  I 
Chronicle  is  a  14,000  daily  and  ! 
15,500  Sunday  circulation  newspaper  | 
located  in  beautiful  Southwest  Mon-  ! 
tana.  Bozeman  is  a  dynamic  growing  | 
market  that  is  home  to  Montana  State  j 
University.  Our  paid  circulation  grew  j 
6.7  percent  from  October  97  to  Octo-  i 
i  ber  98.  Bozeman  is  only  a  short  dis-  | 
■  tance  from  Yellowstone  National  Park 
and  two  world  class  ski  hills.  The 
Bozeman  area  offers  fly  fishing  that  is 
as  good  as  you  will  find  anywhere  in 
the  world  I 

We  offer  excellent  market  penetration 
I  in  a  community  that  offers  many  cul¬ 
tural  activities  and  is  growing.  The 
Chronicle  is  a  part  of  Pioneer  News-  ' 
papers  and  is  an  equal  opportunity  | 
employer  that  offers  a  competitive  } 
i  salary  and  excellent  benefit  package 
for  the  right  candidate. 

Send  your  resume  and  cover  letter  | 
explaining  why  you  are  the  best  can¬ 
didate  for  this  position  by  mail,  fax  or  | 
^  E-mail  to  Rick  V.  Weaver,  publisher,  | 
Bozeman  Daily  Chronicle,  P.O.  Box  j 
!  1188,  Bozeman,  MT  59771. 

I  Fax  (406)  587-7995  or  j 

J  E-mail  rvweciver@gomontana.com  I 


ADVERTISING  SALES:  Daily  newspa-  j 
per  offers  a  career  opportunity  for  a  pro-  j 
-  ven  sales  professional  or  an  j 
I  enthusiastic,  creative  trainee.  Full  \ 
j  benefit  package.  Salary  commensurate 
i  with  experience.  Send  resume  to  Pub-  1 
lisher.  The  Sheridan  Press,  Box  2006,  ! 
Sheridan,  WY  82801. 


ACADEMIC _  _  ACADEMIC 


JOURNALISTS  WANTED 

for  The  Freedom  Forum  Ph.D.  Fellowship  Program 

The  School  of  Journalism  and  Mass  Communication  at  the  | 
University  of  North  Carolina  at  Chapel  Hill  is  seeking  applicants 
for  its  sixth  class  of  Freedom  Forum  Ph.D.  Fellows.  Open  to  mid¬ 
career  professionals  with  at  least  10  years  of  news  experience. 
Must  be  currently  employed  full  time  in  a  news  operation. 
Experience  as  adjunct  faculty  member  beneficial  but  not  essen¬ 
tial.  The  27-month  program  pays  up  to  $50,000  a  year  plus  tuition,  | 
medical  insurance  and  travel  benefits.  CRE  required  of  all  appli¬ 
cants.  Master's  not  required.  This  program  is  funded  by  The  | 
Freedom  Forum.  j 

Contact:  Margaret  A.  Blanchard  j 

mablanch@email.unc.edu  ! 

919  /  %2-4072 

Program  information  also  available  at:  I 

http://melalab.unc.edu/jomc/academic/graduate/financial/fff.html  l 

Deadline:  Dec.  1, 1999  j 

Class  enters  May  2(K)0  | 

UNIVERSITIY  OF  NORTH  CAROLINA  | 

THE  FREEDOM  FORUM  I 


_ ADVERTISING _ 

ADVERTISING  DIREaOR 

We  are  searching  for  an  experienced 
advertising  director/sales  manager  to 
lead  the  advertising  and  marketing 
efforts  of  a  7-day  AM  daily  newspaper 
located  in  Ohio.  This  daily  has  shown 
consecutive  years  of  paid  (ABC)  circula¬ 
tion  growrth  and  excellent  advertising 
revenue  increases.  We  are  looking  to 
pass  the  torch  to  the  right  individual 
that  can  lead  by  example  the  inside 
and  outside  soles  personnel.  Our  sales 
team  is  professional,  experienced  and 
deserve  the  very  best  leader.  This 
award  winning  14,000  circulation 
daily  is  part  of  a  small  group  that  is 
expanding  and  could  lead  to  future 
opportunities.  Above  average  com¬ 
pensation  package,  position  reports  to 
the  publisher  and  is  part  of  the  senior 
management  team.  Please  respond  to 
Box  08852,  Editor  &  Publisher. 


ADVERTISING  DIREaOR 

Come  grow  with  us!  We  just  added 
our  seventh  day  and  are  looking  to 
grow  circulation  in  this  fast  growing, 
sunny,  southern  California  community. 
We  are  looking  for  an  experienced,  com¬ 
munity  minded,  advertising  pro¬ 
fessional  with  exceptional  people  skills 
to  lead  our  talented  staff  into  the  new 
millennium.  If  you  are  looking  for  an 
opportunity  to  make  a  difference  in  the 
community;  if  you  are  interested  in 
working  for  an  organization  where 
your  contributions  will  be  recognized 
and  rewarded;  if  you  are  able  to 
inspire  teamwork  and  cooperation 
among  the  advertising  sales  staff  and 
with  other  departments  of  the  newspa¬ 
per,  then  send  us  a  resume,  and  cover 
letter  that  demonstrates  your  sales  and 
marketing  skills,  and  your  passion  for 
excellence.  We  are  the  Antelope  Valley 
Press,  a  family  owned,  midsize, 
award-winning,  community  daily  serv¬ 
ing  the  rapidly  growing  communities  of 
the  Antelope  Valley  including 
Palmdale,  and  Lancaster,  CA.  Send 
your  application  material  to. 

William  C.  Markham 
Publisher 

The  Antelope  Valley  Press 
P.O.  Box  4050 

_ Polmdole,  CA  93590-4050 _ 

ADVERTISING  DIREaOR 
The  Union  Democrat,  Sonora,  CA 
Responsible  for  growth  and  devel¬ 
opment  of  advertising  revenue,  promo¬ 
tional  planning  and  motivation  of  the 
sales  staff  to  meet  established  goals. 
Knowledge  and  understanding  of 
classified  is  important. 

1 2,000  circulation,  published  Monday 
through  Friday  afternoons.  The  Union 
Democrat  is  the  leading  newspaper  in 
our  Sierra  foothills  region.  We  have  a 
strong  retail  base  with  several  shop¬ 
ping  centers,  historic  communities  and 
a  wide  range  of  cultural  and  recrea¬ 
tional  opportunities. 

Apply  to  Geoffrey  White,  publisher. 
The  Union  Democrat,  84  S.  Washing¬ 
ton  Street,  Sonora,  CA  95370. 


_ ADVERTISING _ 

I  ADVERTISING  SALES  MANAGER 

Southeastern  newspaper  with  1 70,000 
Sunday  and  1 24,000  daily  circulation 
is  looking  for  an  advertising  sales 
manager  to  motivate  a  highly  suc¬ 
cessful  sales  team  to  a  new  level  of 
performance.  The  ideal  candidate  will 
be  sales-driven,  possess  excellent 
organizational  and  managerial  skills 
and  have  5  years  advertising  experi¬ 
ence.  Excellent  compensation  and 
benefits.  If  you  are  ready  to  take  this 
team  forward  and  have  a  desire  to 
work  in  a  great  market  for  one  of  the 
I  nation's  best  media  companies,  please 
j  send  resume  and  salary  to  Toby  Steele, 

1  employment  manager,  Knoxville  News 
j  Sentinel,  208  W.  Church  Avenue,  Knox- 
[  ville,TN  37902. 


I  ADVERTISING  SALES 

i  Publishing  company  in  central  Illinois  is 
accepting  applications  for  an  experi¬ 
enced  advertising  sales  person  selling 
newspaper  and  national  magazine 
accounts. 

The  successful  candidate  will  have  a 
minimum  of  2  years  full  time  experi¬ 
ence  selling  print  media  space.  Callage 
education  preferred.  Attractive  salary/ 
benefits  plus  generous  commission. 

The  successful  candidate  will  have  a 
I  big  city  opportunity  combined  with 
I  enjoyable  small  tawn  living, 
j  Send  resumes  to  Box  08847,  Editor  & 
i  Publisher. 


ADVERTISING  SALES 

Leading  industry  healthcare  pub¬ 
lication,  rapidly  expanding  seeks  expe¬ 
rienced,  motivated  ad  sales  executive 
with  proven  track  record.  Salary/ 
commission/benefits.  JOIN  OUR 
TEAM!  Fax  resume  (305)  899-8282. 


ADVERTISING  SALES 


Washington,  DC-based  publisher  seeks 
a  Regional  Sales  Manager  to  generate 
advertising  space  sales  in  a  multi-state 
West  Coast  territory.  Sales  positian  cov¬ 
ers  1 2  western  states,  operating  from 
your  home-based  office.  National  pub¬ 
lications  include  two  monthly  trade 
magazines  and  a  weekly  4-color  indus¬ 
try  newspaper.  Significant  overnight 
travel  required.  Qualified  candidate 
will  possess  bachelor's  degree,  com¬ 
puter  proficiency,  plus  related  sales 
experience,  preferably  in  competitive 
media  sales.  Position  requires  a  dis¬ 
ciplined  self-starter  with  documented 
presentation  skills,  combined  with  an 
aggressive,  highly  motivated  attitude. 


We  offer  a  competitive  salary,  incen¬ 
tive  bonus  package  and  excellent  bene¬ 
fits.  ATA  is  an  Equal  Opportunity 
Employer. 


Send  resume,  with  cover  letter,  includ¬ 
ing  salary  history  to: 


ATA,  American  Trucking  Associations 
Human  Resources 
2200  Mill  Road 
Alexandria,  VA  22314 
recruiter@trucking.org 
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CLASSIFIED 


HELP  WANTED 


_ ADVERTISING _ 

CLASSIFIED  ADVERTISING  MANAGER 

Live  and  work  in  one  of  America's 
greofesf  cities  for  one  of  the  nation's 
leoding  alternative  newsweeklies,  the 
Nashville  Scene.  We'll  give  you  o 
respected,  award-winning  editorial 
product  in  o  dynamic  fast-growing 
market,  an  audience  with  significantly 
more  education  and  income  than  the 
daily  competition,  and  all  the  support 
and  financial  incentives  you'll  need. 
You  give  us  the  hard  work  and  know¬ 
how  to  get  a  languishing  department 
growing  like  the  rest  of  our  enterprise. 
The  ideal  candidate  will  be  the  number 
one  or  two  person  in  a  large  weekly  or 
shopper  or  senior  level  supervisor  at  a 
daily  who  can  strategize  and  sell.  Send 
your  resume  and  income  requirements 
to  Publisher,  Nashville  Scene,  2120 
Eighth  Avenue  South,  Nashville,  TN 
37204-2204.  EOE 


CLASSIFIED  INSIDE  SALES  MANAGER 

The  Virginian-Pilot  Newspaper  in 
Norfolk,  Virginia  (199,920  daily, 
235,637  Sunday)  is  seeking  an  expe¬ 
rienced,  energetic,  results-oriented 
Classified  Inside  Sales  Manager. 

This  position  requires  a  dynamic  sales 
manager  with  the  ability  to  develop 
and  execute  strategies  to  take  advan¬ 
tage  of  changes  in  the  various  markets 
such  as  employment,  automotive,  real 
estate,  and  private  party  advertising. 

We  are  looking  for  a  manager  with  pro¬ 
ven  leadership  ability  (able  to  manage 
a  staff  of  30),  knowledge  of  web  based 
database  applications  and  on-line 
classified  initiatives,  and  creative 
approaches  to  sales  opportunities. 
CAM  will  be  available  to  answer  ques¬ 
tions  in  Vancouver  at  NAA  conference. 

The  Virginian-Pilot  offers  competitive 
salaries  and  bonuses,  excellent  benefits 
including  401  (k),  and  a  team  based 
environment  that  encourages  personal 
development. 

Interested  candidates  should  send  a 
resume  to; 

The  Virginian-Pilot 
Attn:  Classified  Manager 
1 50  West  Brambleton  Avenue 
Norfolk,  VA  23510 


CLASSIFIED  MANAGER 

One  of  the  premiere  suburban  news¬ 
paper  groups  in  America  is  seeking  a 
dynamic,  experienced  leader  to  take 
charge  of  our  17-person  classified 
advertising  department.  Our  chain  of 
twice-weekly  and  weekly  suburban 
newspapers  and  niche  publications 
reoch  250,000  households  throughout 
Kansas  City,  based  in  affluent 
Overland  Park.  This  is  a  key  position  in 
our  1 50-person  company,  and  we  will 
compensate  accordingly.  All  replies  con¬ 
fidential.  Mail  or  fax  your  resume  to 
Steve  Rose,  Publisher,  Sun  Publications, 
7373  W.  107th  Street,  Overland  Park, 
KS  6621 2  or  Fax  (91 3)  381-9889. 


! _ ADVERTISING _ 

CLASSIFIEDS  MANAGER 
Organized,  motivated  and  motiva¬ 
tional  leader  to  run  classified  division 
at  Orlando  Weekly.  Prefer  media  sales 
or  phone  sales  experience.  Salary, 
bonus,  benefits  and  40l  (k). 

Fax  resume  to  (407)  647-4292  or 
E-mail  acromer@aminc.com 

DIREaOR  OF  ADVERTISING 

AMERICAN  LAWYER  MEDIA  is  look¬ 
ing  for  an  experienced  sales  leader  for 
a  portfolio  of  publications  serving  the 
California  legal  community.  In  this  role 
you  will  manage  outside  advertising 
sales  for  publications  including  daily 
and  weekly  newspapers,  a  monthly 
magazine  and  a  successful  subscrip¬ 
tion  based  web  site  www.CalLaw.com 

We're  looking  for  someone  who  can: 

•Both  close  sales  and  manage  and 
coach  others 

•Work  seamlessly  within  print  and  on¬ 
line  media 

•Effectively  manage  a  sales  team  in 
offices  around  the  state 
•Develop  professional  sales  and 
I  marketing  collateral  material 
•Oversee  the  firm's  California  trade 
]  show  presence  as  a  source  for  sales 
{  leads 

•Contribute  to  new  product  and 
I  special  supplement  development 

! 

I  Base  salary  and  commission,  package 
j  commensurate  with  experience. 

Please  send  resume  to  HR,  625  Polk 
Street,  Suite  500,  San  Francisco,  CA 
94102,  Fax  to  (41 5)  749-5477,  or 
E-mail  to  resume@therecorder.com 
(text  only,  no  attachments). 

THE  TAMPA  TRIBUNE  is  seeking  an 
energetic  and  focused  individual  that 
can  lead  a  sales  team  of  nine.  The 
candidate  should  possess  strong 
verbal,  written,  presentation  and  nego¬ 
tiation  skills.  A  proven  track  record 
with  a  minimum  of  5  years  manage¬ 
ment  in  the  newspaper  industry  is 
required.  This  position  requires 
extensive  knowledge  in  planning, 
budgeting  revenues  and  expenses  and 
developing  creative  programs  that 
increase  revenue  within  the  categories 
of  the  top  1 50  advertisers.  Ability  to 
motivate  sales  staff  and  develop  rela¬ 
tionships  with  clients  is  a  necessity. 
Degree  in  marketing/advertising  is  pre¬ 
ferred.  Send  resume  to  Human 
Resources,  The  Tampa  Tribune,  P.O. 
Box  191,  Tampa,  FL  33601 .  EOE 

ART/EDITORIAL 

I  THE  GAINSVILLE  (FL)  SUN,  a  New 
York  Times  Regional  Newspaper  daily, 
j  named  one  of  the  World's  Best 
Designed  Newspapers  by  the  Society 
for  News  Design,  has  2  job  openings. 
FEATURES  PAGE  DESIGNER/COPY 
EDITOR:  2  years  editing,  design  expe¬ 
rience  preferred.  Photoshop,  Illustrator, 
QuarkXPress  knowledge  a  plus. 

NEWS  ARTIST:  For  graphics,  maps, 
page  design,  illustration.  Must  be 
AXacintosh  proficient. 

Send  resume  to  Jacki  Levine,  The 
Gainsville  Sun,  P.O.  Box  147147, 
Gainesville,  FL  32614-7147.  Fax 
(352)  338-31 28,  call  (352)  374-5040 
or  E-mail  levine|@gvillesun.com 


_ ART/GRAPHICS _ 

ADVERTISING  ART  DIREOOR.  The 
Denver  Rocky  Mountain  News,  the 
leader  in  America's  most  competitive 
newspaper  market,  needs  a  creative, 
technologically  savvy  director  for  its  ; 
Advertising  art  department.  The  ideal  j 
candidate  will  have  either  a  metro  ! 
newspaper  or  commercial  agency  back-  [ 
ground  and  a  demonstrated  knowl¬ 
edge  of  computerized  ad  design,  supe¬ 
rior  people  skills  and  proven  ability  to 
relate  to  clients  in  a  demanding  j 
environment.  Applicant  packet  should  | 
include  resume,  cover  letter,  samples  of  ' 
published  work  and  three  references 
who  can  be  contacted  immediately.  [ 
Send  to  Jim  Nolan,  Denver  Rocky  | 
Mountain  News,  400  West  Colfax  | 
Avenue,  Denver,  CO  80204. 

Orcall:  (303)  892-2900 
E-mail:  nolan@denver-rmn.com 


CIRCULATION 


ADVANCEMENT  ; 

See  how  far  your  newspaper  career  [ 
can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  w^  site:  j 

www.boonenewspapers.com 


CIRCULATION  DIRECTOR.  If  you  can 
grow  circulation  this  is  your  chance  to  i 
shine.  Hands-on  manager  needed,  i 
Excellent  growth  potential.  Live  and  j 
work  in  the  beautiful  Upper  Peninsula  j 
of  Michigon.  Send  letter,  salary  history  j 
and  resume  to  John  Elchert,  publisher,  ' 
Daily  Mining  Gazette,  P.O.  Box  368, 
Houghton,  Ml  49931  or  E-mail:  I 

gazpub@upgroup.com  I 


_ CIRCULATION _ 

CIRCULATION  DIREaOR 

Seven-day  local  15,000-t-  newspaper 
in  Zone  1  has  a  great  opportunity  for 
an  experienced  circulator.  The  candi¬ 
date  we  seek  has  strong  home  delivery 
and  single  copy  skills  with  experience 
to  develop  and  implement  appropriate 
controls  to  maximize  soles  and  service. 

The  ideal  candidate  will  have  a  mini¬ 
mum  of  five  years  circulation  man¬ 
agement  experience  and  a  desire  to 
join  a  company  that  provides  unlimited 
career  growth  potential. 

We  provide  a  competitive  salary  and 
benefit  package.  Interested  candidates 
should  submit  resume  with  cover  letter 
to  Box  08838,  Editor  &  Publisher. 


CIRCULATION  DEUVERY  MANAGER 

We're  a  respected,  1 10-year-old,  six- 
day  statewide  business  daily  looking 
for  an  energetic,  experienced  delivery 
pro  to  further  develop  single  copy 
sales,  office  and  home  delivery. 
Excellent  compensation  and  benefits. 
Please  mail,  fax  or  E-mail  resume  and 
salary  history  to: 

Chris  Eddings,  Publisher 
THE  DAILY  RECORD 
1 1  E.  Saratoga  Street 
Baltimore,  MD  21 202 
Fax  (410)  752-4300 
E-mail  eddings@mdclailyrecord.cam 
No  phone  calls,  please 
An  equal  opportunity  employer 


ACADEMIC 


ACADEMIC 


COLUMBIA  UNIVERSITY 
GRADUATE  SCHOOL  OF  JOURNALISM 

is  again  seeking  appiications  for  the 

JOHN  J.  McCLOY  FELLOWSHIPS 

sponsored  by 

The  American  Council  on  Germany 

The  fellowships  provide  for  travel  and  study  in  Germany  with 
expenses  paid.  Applicants  must  have  at  least  five  years  of 
working  experience  as  a  journalist,  and  be  able  to  devote  four 
consecutive  weeks  to  travel  in  Germany  within  12-18  months  of 
the  award.  Applicants  should  send  a  written  proposal  of  a  project 
that  may  treat  German  domestic  or  international  matters  relating 
to  historical  or  current  questions  or  anticipated  developments. 
Fluency  in  German  is  not  a  requirement.  Also  include  a  resume 
with  your  application.  Send  to: 

Robert  Petretti 

Graduate  School  Of  Journalism,  Room  201 

Columbia  University 

2950  Broadway,  New  York,  NY  10027 
E-mail:  rcp2@columbia.edu 

Deadline  is  June  15, 1999 


www.mediainfo.com 
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HELP  WANTED 


CIRCULATION 


CIRCULATION  MANAGER 
Charming  New  England  coastal  com¬ 
munity  newspaper  is  looking  for  an 
experienced  circulation  person  to 
manage  a  youthful  inexperienced  staff. 
Salary  in  low  $30s  plus  incentive. 
Excellent  benefits  package.  Send 
resume  to: 

Dan  O'Neil 
Publisher 
The  Westerly  Sun 
56  Main  Street 
Westerly,  Rl  0289 1 
Or  E-mail  dponeil95@aol.com 
No  phone  calls 


CIRCULATION  MANAGER  wanted  for 
nationally  circulated  weekly  niche 
newspaper,  Charlotte,  NC.  Must  be 
familiar  with  targeted  audiences  and 
working  with  vendors.  Must  be  strong 
in  promotion,  distribution,  self- 
motivated  ond  ready  to  create  pro-  ] 
grams  and  implement  same.  Benefits 
include  health,  bonus  and  pension. 
Send  resume,  salary  requirements  to 
P.O.  Box  1210,  Harrisburg,  NC 
28075. 

EOE 


_ CIRCULATION _ 

CIRCULATION  SALES/ 
i  RETENTION  AAANAGER 

I  The  Tribune,  a  daily  newspaper  serv- 
i  ing  suburban  Phoenix,  is  currently  seek¬ 
ing  an  energetic,  take  charge  sales 
and  retention  manager  to  handle 
aggressive  sales  and  retention  needs 
for  one  of  Thomson  Newspapers' 
largest  U.S.  properties.  The  ideal  can- 
j  dictate  will  have  at  least  two  years  of 
I  circulation  sales  experience  at  a 
!  1(X),000-F  circulation  newspaper  utiliz- 
I  ing  predictive  dialer  systems  and  route 
i  management  systems.  This  position 
demands  the  successful  candidate  have 
I  strong  marketing  skills  in  both  retention 
!  and  sales,  as  well  as  a  proven  track 
I  record  in  motivating  and  training  staff. 

1  Additionally,  the  candidate  must  have 
I  experience  working  with  contract  soles 
I  companies.  This  person  needs  to  be 
I  highly  organized  and  goal  driven  to 
!  make  substantial  contributions  to  team 
efforts  by  developing,  implementing 
and  insuring  success  in  all  soles  and 
retention  programs.  This  is  a  unique 
position  that  nas  controllable  impact 
For  overall  circulation  growth  in  a 
highly  competitive  and  growing 
market. 

We  offer  a  competitive  salary  and 
bonus  plan  with  health  benefits,  401  (k) 
and  career  pathing  for  the  right  indi¬ 
vidual.  Please  send  resume  to  Todd 
Halvorsen,  circulation  marketing 
director.  The  Tribune,  120  W.  1st  Ave¬ 
nue,  Mesa,  AZ  85210.  EOE 


EDITORIAL _ I  _ EDITORIAL 


EDITOR 

Can  you  create  a  must-read  magazine  for  the 
e-commerce  enthusiast? 

We’re  ready  to  hire  a  creative,  enterprising  editor  to 
lead  our  high-energy  staff  of  six  in  developing  cutting- 
edge  content  for  eBay  magazine,  a  Fall  1 999  launch 
from  Krause  Publications,  Inc.  This  full-color,  400,000- 
circ.  monthly,  built  through  a  marketing  partnership 
between  Krause  and  online  auction  pioneer  eBay.com, 
focuses  on  e-commerce,  the  latest  enabling  technolo¬ 
gies  and  Internet  lifestyle. 

Krause  Publications,  based  in  picturesque  Central 
Wisconsin,  is  an  employee  owned,  highly  successful 
publisher  of  special  interest  magazines.  Our  extensive 
compensation  package  includes  competitive  pay. 
Employee  Stock  Ownership  Plan,  401  (k),  group 
health/dental/vision  insurance  and  quarterly  bonus 
potential  in  our  high  growth,  high  opportunity  setting. 
Send  resume,  salary  history  and  work  samples  to: 
Krause  Publications,  Attn:  HR/EP/eBay,  700  E.  State 
Street,  lola,  Wl  54990-0001,  or  fax  to  (715)  445-4087. 

An  Equal  Opportunity  Employer. 


lirause  publications 

www.krause.com 


_ CIRCULATION _ 

CIRCULATION  MANAGER 

The  Daily  Sun  in  Beatrice,  Nebraska 
needs  a  circulation  manager.  We  seek 
an  individual  who  can  recruit  carriers, 
increase  circulation  and  provide 
excellent  customer  service.  Applicants 
should  have  at  least  2-3  years  of 
circulation  experience  with  a  track 
record  of  achievement.  Excellent 
income  and  benefits.  For  more  informa¬ 
tion  call  Reg  Durant  at  (402)  223- 
5233. 


CIRCULATION 
MARKETING  MANAGER 

Central  Maine  Newspapers,  a  division 
of  Blethen  Maine  Newspapers/A  Seat¬ 
tle  Times  Company,  is  currently  accept¬ 
ing  applications  for  the  position  of 
Circulation  Marketing  Manager.  This 
position  will  be  responsible  for  manag¬ 
ing  sales  efforts  through  creative  and 
hands  on  involvement.  Strong  market¬ 
ing  conceptual  skills,  solid  follow 
I  through  and  good  analytical  work  is 
I  essential.  The  ideal  candidate  will  have 
:  at  least  four  years  of  newspaper 
circulation  experience  and  be  com¬ 
mitted  to  building  volume  based  prod¬ 
uct  value  and  strong  retention.  We 
function  in  a  collaborative  environment 
in  beautiful  central  Maine.  Qualified 
applicants  should  mail/fax/E-mail  a 
resume  with  cover  letter  to: 

Central  Maine  Newspapers 
Attn:  Human  Resources  -  CA4M 
274  Western  Avenue 
j  Augusta,  ME  04330 

Fax:(207)621-5610 
I  E-mail:  lpletzer@centralmaine.com 


HOME  DELIVERY  ZONE  MANAGER 
St.  Petersburg  Times 

j  Florida's  largest  daily  (343,109  daily/ 

I  437,924  Sunday)  is  accepting  applica- 
I  tions  for  a  Zone  Manager.  Position 
'  reports  to  on  Area  Manager.  Responsi- 
1  ble  for  day-to-day  (early  morning) 
operations  of  50,000  plus  circulation, 
7  districts,  sales,  retention,  customer 
relations  and  product  control. 

I  Successful  candidate  will  have  a  high 
school  degree,  college  preferred  and 
1  the  following  experiences:  three  years 
I  of  Zone  Manager  or  higher  position, 
j  proven  track  record  of  exceptional 
I  customer  relations,  circulation  growth, 
j  distribution  center,  product  control  and 
contract  management.  Ability  to  adopt 
to  a  changing  market,  strong  commu¬ 
nication/interpersonal  skills,  passion 
j  for  excellence  and  the  desire  to 
I  advance  within  the  newspaper. 

Competitive  compensation  and  benefits 
package  including  medical,  dental, 
profit  sharing,  401  (k)  and  quartedy  cost- 
of-living  adjustments. 

Send  resume  with  salary  requirements 
to  St.  Petersburg  Times,  Attn:  Human 
Resources,  P.O.  Box  1121,  St. 
Petersburg,  FL  33731 . 


_ CIRCULATION _ 

THE  SIOUX  CITY  JOURNAL  circulation 
department  has  an  immediate  opening 
for  an  area  circulation  manager.  The 
successful  candidate  will  be  responsi¬ 
ble  for  supporting  and  attaining  the 
goals  established  for  our  1 3  dis¬ 
tributors  and  rural  supervisor.  Mini¬ 
mum  of  3  years  circulation  supervisory 
experience  necessary.  Competitive 
salary,  commission  and  benefits.  Send 
resume  to  Jeffry  Schell,  circulation 
director,  Sioux  City  Journal,  515 
Pavonia  Street,  Sioux  City,  lA  51 102. 
EOE/post  offer  drug  test/physical  are 
required. 


MOTIVATED,  TAKE-CHARGE  individ¬ 
uals  needed  to  work  full-time  as  district 
managers  in  our  home  delivery 
department. 

DISTRO  MANAGER 


j  District  managers  are  responsible  for 
j  recruitment,  training,  contracting  and 
;  for  providing  superior  customer  ser- 
j  vice.  Successful  candidates  will  have 
I  three  to  five  years  management  expe- 
j  rience,  preferably  in  newspapers,  and 
will  be  able  to  identify  and  quickly 
I  solve  problems.  Good  organizational 
I  and  communication  skills  a  must;  com- 
:  puter  skills  helpful. 


Must  be  able  to  work  flexible  hours. 
Applicants  must  have  reliable  trans¬ 
portation,  current  MVR  and  proof  of 


car  insurance. 


If  you  can  meet  these  requirements  and 
are  ready  to  join  a  company  that  offers 
excellent  salary,  32-45  plus  incentive, 
401  (k)  stock  plan  and  benefits 
packages,  please  submit  your  resume 
and  salary  history  to: 


Denver  Rocky  Mountain  News 
Human  Resources  Department 
4(X)  W.  Colfax  Avenue 
Denver,  CO  80204 


'  PROGRESSIVE,  FAMILY-OWNED 
I  midwestern  publishing  company  seeks 
experienced  circulation  manager  cam- 
I  mitted  ta  growth  and  unparalleled 
;  customer  service.  Our  award-winning 
papers  are  poised  for  growth.  If  you 
I  can  produce  positive  results-oriented 
I  circulation  promotions,  boost  NIE  par- 
!  ticipation,  reduce  churn  and  develop 
!  delivery  routes  that  are  advertiser/ 
j  subscriber  friendly  we  will  provide  you 
I  with  an  excellent  compensation 
j  package  including  bonus  and  benefits. 

^  Send  resume  to  Box  08843,  Editor  & 
j  Publisher. _ 

I  THE  ASHTABULA  STAR  BEACON 
Located  in  northeast  Ohio,  seeks  a 
{  circulation  professional  with  marketing 
j  savvy  to  provide  the  leadership  needed 
to  drive  circulation  growth.  We  are  a 
23,000  daily,  published  seven  days 
!  per  week.  We  need  a  sales  orientM 
j  manager  who  can  prosper  in  a  com- 
;  petitive  market.  We  offer  a  competitive 
I  salary,  bonus  plan  and  excellent  bene¬ 
fits.  Send  resume  to  Ed  Looman,  The 
Star  Beacon,  4626  Park  Avenue,  P.O. 
Box  2 1 00,  Ashtabula,  OH  44005. 

Fox:  (440)998-5870 
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CLASSIFIED 


HELP  WANTED 


_ CIRCULATION _ 

THOMSON  WEST  VIRGINIA/Virginia 
Strategic  Marketing  Group  has  an 
opportunity  for  an  experienced  Sales 
and  Marketing  Manager.  We  are  a 
group  of  2  daily  newspapers  with  daily 
circulation  of  54, (XX)  and  56,000  on 
Sunday,  3  weeklies  and  numerous 
monthly  and  specialty  publications 
located  in  southern  West  Virginia  and 
Virginia.  Candidates  must  have  at  least 
2  years  of  management  experience  in 
Sales  and  Marketing.  Individuals  must 
possess  strong  marketing,  communica¬ 
tion,  and  leadership  skills.  We  offer  a 
competitive  salary,  bonus,  401  (k)  plan 
and  excellent  benefits.  Send  resume  to 
Director  of  Circulation,  Thomson  West 
Virginia/Virginia  SMG,  P.O.  Box 
1 599,  BluefiJd,VYV  24701. 


THOMSON  WEST  VIRGINIA/Virginia 
has  an  opportunity  for  an  experienced 
Single  Copy  Manager.  We  are  a 
group  of  2  doily  newspapers  with  daily 
circulation  of  54,000  and  56,000  on 
Sunday,  3  weeklies  and  numerous 
monthly  and  specialty  publications 
located  in  southern  West  Virginia  and 
Virginia.  Candidates  must  have  at  least 
2  years  of  management  experience  in 
single  copy  sales  and  possess  strong 
marketing,  communication,  and  lead¬ 
ership  skills.  We  offer  a  competitive  ! 
salary,  bonus,  401  (k)  plan  and  | 
excellent  benefits.  Send  resume  to  i 
Director  of  Circulation,  Thomson  West  I 
Virginia/Virginia  SMG,  P.O.  Box  | 
1 599,  Bluefi«Jd,\MV  24701. 


ZONE  MANAGER 

Zone  2  -  30,000  newspaper  is  seeking  j 
a  dynamic  leader  for  home  delivery 
management.  Successful  candidates 
will  have  3-5  years  of  circulation  man¬ 
agement  experience  with  a  strong  back¬ 
ground  in  improving  customer  service. 
Responsibilities  include:  supervising, 
training  and  motivating  District  Sales 
Managers,  improving  current  cus¬ 
tomers'  delivery  service,  managing 
sales  and  collectian  operations  and 
increasing  circulation.  Candidates  must 
hove  a  sense  of  urgency  and  a  hands- 
on  leadership  style.  We  offer  a  com¬ 
petitive  salary  and  bonus  plan  with  an 
excellent  benefits  package.  Advance¬ 
ment  opportunities  exist  within  the 
group. 

Send  resume  with  cover  letter,  salary 
history  and  salary  expectations  in  con¬ 
fidence  to: 

Box  08846 
Editor  &  Publisher 
1 1  West  1 9th  Street 
NewYork,  NY  10011 

EDITORIAL 

ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 


Some  like  to  understand  what  they 
believe  in.  Others  like  ta  believe  in  what 
they  understand 

Stanislaus  Lee 


; _ EDITORIAL _ 

ALABAMA'S  LARGEST  DAILY  NEWS¬ 
PAPER  is  seeking  an  expierienced 
reporter  to  cover  major  breaking  news 
and  trends  araund  the  state.  Candi¬ 
date's  work  must  show  strong  writing 
and  significant  enterprise.  At  least  five 
years  experience  as  a  reporter  and 
writer  required.  Send  resume  and  clips 
to  Glenn  Stephens,  state  editor.  The 
Birmingham  News  Company,  P.O.  Box 
I  2553,  Birmingham,  AL  35202. 


AN  AMBITIOUS  Zone  4  newspaper 
that  values  and  nurtures  good  writing 
is  looking  for  a  versatile,  experienced 
reporter  who  also  is  an  excellent 
writer.  This  person  will  handle  our  best, 
most  challenging  city-desk  assignments 
j  for  the  daily  and  Sunday  papers.  Start 
I  with  a  letter  that  tells  us  where  yau've 
been  and  where  you're  going  pro¬ 
fessionally.  Then  add  a  varied  half- 
dozen  strong  daily  newspaper  clips. 

I  Respond  to  Box  08854,  Editor  &  Pub- 
{  lisher. 


ALASKA  CALLING  YOUR  NAME? 
Business  reporter  and  sports  writer 
sought  for  capital  city  daily.  Resume 
and  clips  to  S.  Downing,  3100  Chan¬ 
nel  Drive,  Juneau,  AK  99801 . 


ARE  YOU  GOOD  ENOUGH  TO  COPY 
EDIT  A  NEWSPAPER  DEUVERED 
AROUND  THE  WORLD? 

If  so,  we're  looking  for  you!  European 
and  Pacific  Stars  and  Stripes,  the  daily 
First  Amendment  newspaper  for 
military  servicemembers  overseas,  is 
searching  for  features  desk  and  news 
copy  editors  to  join  a  dynamic, 
creative  team  of  journalists  in  the  cen¬ 
tral  office  locatM  in  the  prestigious 
National  Press  Building  in  Washington, 
DC.  We  are  looking  for  copy  editors 
who  can  meticulously  edit  wire  and 
staff  copy;  spot  holes  in  stories;  write 
I  headlines  with  flair;  paginate;  and 
j  bring  energetic,  original  thinking  to  the 
i  table.  Passion  for  journalism  a  must! 

!  Military  knowledge  a  plus, 
j  Salary  range  is  $35,000  to  $50,000. 

1  Interested  in  a  great  opportunity?  If  you 
I  are  an  energetic  self-starter  who  has  a 
I  lot  to  contribute  to  our  news  copy  desk 
I  team,  please  send  a  resume,  three 
work  samples,  and  a  caver  letter 
describing  how  your  skills  would 
benefit  our  readers,  to:  NAF  Personnel 
Office,  BLDG  11,  Room  2-106 
I  WRAMC,  Washington,  LXI  20307- 
j  5001.S&SisEOE _ 

j  ASSISTANT  NEWS  EDITOR  for  80/ 
j  1 OOK  daily  in  affluent  automotive  sub- 
j  urbs.  Must  have  at  least  five  years 
!  QuarkXPress  copy  editing  and  news- 
I  paper  page  design  experience.  Send 
letter  outlining  your  management 
I  ideas,  resume  and  references  to  Kenn 
1  Jones,  news  editor.  The  Oakland  Press, 

I  48  W.  Huron,  Pontiac,  Ml  48343. 

!  ASSISTANT  PRESENTATION  EDITOR 
needed  to  help  supervise  1 1  -member 
desk  responsible  for  design,  pagina¬ 
tion,  photos  and  graphics  for  31,000 
AM  daily.  Excellent  opportunity  for  a 
first-time  manager.  V/e're  a  31,000 
circulation  daily  35  miles  north  of  Indi¬ 
anapolis  dedicated  to  publishing  out¬ 
standing  newspapers  for  readers.  To 
apply,  send  letter,  resume  and  work 
j  samples  to  Presentation  Editor  Rick 
j  Madewell,  The  Herald  Bulletin,  P.O. 

1  Box  1 090,  Anderson,  IN  4601 5. 


_ EDITORIAL _ 

ASSISTANT  SPORTS  EDITOR 
A  growing  daily  in  a  Big  12  university 
town  anticipates  an  opening  for  an 
assistant  sparts  editor.  If  you  have  two 
to  four  years  of  experience  at  a  daily, 
are  an  excellent  editor,  fluent  in  QuarkX¬ 
Press  and  wish  to  take  a  step  into  mid¬ 
management,  this  could  be  your 
opportunity.  Competitive  salary,  excep¬ 
tional  benefits.  Send  respanses  to  Box 
08855,  Editor  &  Publisher. _ 

I  ASSISTANT  MANAGING  EDITOR 
I  The  Gaston  (Sazette  seeks  an  assistant 
managing  editor  with  proven  pro¬ 
digious  editing  talent,  a  keen  eye  for 
large  and  small  details,  Solomonic 
news  judgment,  an  insatiable  desire  to 
catch  and  constructively  correct  errors 
(even  in  this  description),  along  with 
coaching  skills  worthy  of  both  new  and 
experienced  jaurnalists.  Strictly  night 
hours,  Wednesday-Sunday.  No.  3 
newsroom  position  in  a  highly  com¬ 
petitive  market  (David  vs.  Goliath), 
j  Slingshot  skills  unnecessary.  Ability  to 
I  think  like  a  reader  necessary.  Send 
resume  and  samples  of  work  to  Jon 
Jimison,  managing  editor,  Gaston 
Gazette,  P.O.  Box  1538,  Gastonia, 
NC  28053.  E-mail: 

jon_jimison@link.freedom.com 


i  ASSISTANT  EDITOR,  GEORGIA 
I  MAGAZINE  -  Write  features/profiles 
for  award-winning  university  maga¬ 
zine.  Help  produce  news  section,  plus 
photo  acquisition,  edit  research, 
I  manage  Web  content.  Salary  $30,000 
I  plus.  Send  resumes,  clips,  cover  letter 
I  to  Kent  Hannon,  Alumni  House,  UGA, 
Athens,  GA  30602-4370. 


I _ EDITORIAL _ 

ATTENTION  GRADUATES 
Two  talented  writers  needed  as  general 
assignment  reporters  for  NC  weekly. 
Lots  of  variety  in  work  (hard  news, 

I  features,  meeting  coverage,  inves- 
j  tigative)  and  play  (between  Triad 
I  and  Triangle  areas  of  state).  Great 
I  place  for  on-the-job  training  and 
I  development  of  fundamentals.  First 
1  year  salary  $1 8,000-$  1 9,000.  Send 
i  resume,  best  clips  to  The  Alamance 
j  News,  P.O.  Box  431,  Graham,  NC 
27253. 


j  ASSIGNMENT  EDITOR/NEWS 
I  The  Bergen  Record,  winner  of  the  gen- 
:  eral  excellence  award  as  New  Jersey's 
j  best  newspaper,  is  seeking  applica- 
tians  for  a  full-time  news  assignment 
editor  with  at  least  seven  years  of  daily 
newspaper  experience,  including  two 
1  directly  supervising  reporters. 

Applicants  should  be  team  players  who 
con  lead  and  motivate  reporters,  set  a 
vision  for  coverage  and  take 
ownership  in  executing  it,  and  take 
ideas  and  stories  and  elevate  them  to 
their  very  best.  They  must  have  a  gra¬ 
ven  track  recard  on  breaking  news, 
overnight  enterprise,  and  longer-range 
enterprise.  Strong  leadership,  line- 
editing,  news  judgment,  career- 
!  counseling,  team-building,  and  writing 
:  skills  are  a  must,  as  well  as  a  deep 
j  respect  for  our  readers. 

I  Qualified  candidates  shauld  send  a  let- 
I  ter  why  they  want  the  job  and  what 
they  can  offer,  a  resume  with  their 
work  history  and  accamplishments, 
and  their  six  best  clips  or  newsediting 
examples  to  Douglas  Clancy,  assistant 
'  managing  editor.  The  Bergen  Record, 
j  1 50  River  St.,  Hackensack,  N.J.  07601 


EDITORIAL _ !  _ EDITORIAL 


American  Medical  Association 

Pliy<4riaa<i  dedicated  to  tke  heaitli  of  .AaaFilra 


EDITOR 

Business  &  Technology  Section 

One  ot  the  nalion'h  most  resf>ettcd  medical  weeklies,  .Xmerican 
.Medical  News  (.X.MNew  s).  sc*eks  a  proven  professional  to  edit  its 
Business  &  TcH'hnok^gv  Seciitin.  RcsjHtnsibilitics  include  rejMirting 
on  issues  ami  trends  in  metiica)  praclii-e  management  ami  intormation 
technology. 


TTiis  position  rcc|uirex  at  leitst  5  \TS.  e.xp.  reporting,  writing  or  csliting 
[icrkxlk'als  ami  an  understanding  td  the  scK'ioet'onomk  issues  alleit- 
ing  metlieine.  lixp.  su(>er\ising  reporter*,  strong  vcrljal  ctrminunka- 
tH>n  am!  inter)iers*>nal  skills,  superior  writing  abilities  ami  a  IW  hekir's 
degree  (preteraldv  in  Journalism)  are  fw|uirr»l.  The  kleal  camiklate 
will  have  exp.  in  healthcare  reporting/editing,  enjqv  working  in  a 
leam-tiric-en  environment,  and  lie  ;idept  at  meeting  lieatllines. 

XX'e  offer  a  c-ompetitive  salaiy.  attractive  Itenefits.  pnigres.si\e 
techmtlogv  and  a  sujtfxtrtive  emiixHiment.  Please  lorwaril  ymir 
resume  with  salarv  histoiy  to:  Kelly  Smith,  .\ALX.  Dept. 
109.X-»-MDB.  515  N.  State  St..  Chgo.,  11.  60610.  K-rnail: 
keH^.smkii^aina-aMaaKg  Pax:312-d64-587l.  HOE 
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HELP  WANTED 


_ EDITORIAL _ 

BUREAU  REPORTER 

40,0(X)-plu5  daily  in  Victoria,  TX,  seek¬ 
ing  reporter  to  staff  Bureau,  in  Edna, 
TX.  Cover  four  counties,  city  councils, 
school  boards,  police  and  features, 
contribute  Sunday  News  and  lifestyle 
centerpieces.  E-mail  resume  to 
smckay@vicad.com  or  call  regional 
editor,  Serenoh  McKay  at: 

(361)574-1285 


BUSINESS  COPY  EDITOR/VYRITER 
The  Gaston  Gazette  seeks  a  copy 
editor/writer  to  help  expand  its  busi¬ 
ness  news  coverage.  More  than  half 
the  job  involves  pagination.  Applicants 
should  have  strong  editing,  layout  and 
writing  skills.  Good  position  for  devel¬ 
oping  multiple  skills  in  a  booming 
market.  Monday-Friday  schedule.  Send 
resume  and  clips  to  VYaynette 
Goodson,  business  editor,  Gaston 
Gazette,  P.O.  Box  1538,  Gastonia, 
NC  28053. 


BUSINESS  JOURNAUSTS 
What  can  the  Orange  County  Business 
Journal  offer  you? 

•A  desirable  place  to  live  -  the 
southern  California  coast. 

•Great  stories  in  one  of  the  world's  hot¬ 
test  economies.  Orange  County  is  a 
multi-cultural  community  filled  with 
high-growth  companies,  creative  indi¬ 
viduals  and  risk-taking  entrepreneurs. 
•Good  pay,  with  frequent  merit  raises. 
•Excellent  career  development. 

We  are  looking  for  talented  journalists 
to  tell  the  stories  of  the  people  and  com¬ 
panies  building  the  "Tech  Coast."  We 
are  among  the  nation's  top  local  busi¬ 
ness  weeklies,  often  cited  (and  raided) 
by  national  publications.  Contact 
Editor  Rick  Reiff  at  the  OCBJ,  2600 
Michelson  Drive,  Suite  1 70,  Irvine,  CA 
92612.  Phone  (949)  833-8373.  Fax 
(949)  833-8751 .  reiff@ocbj.com 
wvmv.ocb.com 


BUSINESS  REPORTER 
Atlanta  Business  Chronicle  seeks  o 
reporter  to  cover  a  major  industry  in 
one  of  the  U.S.'s  fastest-growing 
markets.  Candidates  should  be 
aggressive  self-starters  who  relish 
breaking  big  stories  every  week. 
Several  years'  business  reporting  expe¬ 
rience  is  preferred.  Send  resume  and 
clips  to  David  Allison,  editor,  Atlanta 
Business  Chronicle,  1801  Peachtree 
Street,  Atlanta,  GA  30309  or  E-mail; 
dallison@amcity.com 


j _ EDITORIAL _ 

(  BUSINESS  REPORTER  needed  for  a 
team  covering  FL's  largest  city.  Must  be 
j  news-hungry  self-starter  willing  to  go 
j  beyond  the  surface.  Attitudes  OK.  Con- 
j  tact  Jim  Witters,  The  Business  Journal, 
j  1 200  Riverplace  Blvd.,  Jacksonville,  FL 
!  32207.  E-mail  jwetters@jbj.amcity.com 


I  BUSINESS  REPORTER 

A  60,(J00-circulation,  family-owned 
daily  in  New  York's  Capital  Region 
needs  a  competitive,  fluent  reporter  to 
round  out  its  business  staff.  Clips 
should  show  clear  writing  and  depth  of 
knowledge.  Experience  with  a  daily 
newspaper  required.  Send  resume  and 
work  samples  to  Thomas  Woodman, 
managing  editor.  The  Daily  Gazette, 
2345  Maxon  Rood  Extension, 
Schenectady,  NY  1 2308. 

CITY  EDITOR:  Goldsboro  News-Argus 
;  in  eastern  NC  seeks  editor  to  be 
responsible  for  local  coverage  and 
direct  reporters.  Writing,  editing  and 
:  teaching  skills  essential.  Good  pay  and 
I  benefits.  Send  resume,  work  samples  to 
Mike  Rouse,  News-Argus,  P.O.  Box 
i  1 0629,  Goldsboro,  NC  27532. 

i  CITY  GOVERNMENT  REPORTER 
!  We're  seeking  a  seasoned  full-time  city 
!  hall  reporter.  Daily  newspaper  experi¬ 
ence,  strong  reporting  and  writing 
I  skills  a  must.  Government  reporting 
I  experience  preferred, 
j  Excellent  English  grammar,  punctua- 
j  tion  and  spelling  skills  required.  Great 
I  benefits  in  a  growing  city,  diversified 
j  area  in  southwestern  Michigan.  Daily 
I  circulation,  60,000;  weekend  circula- 
!  tion,  75,000.  Equal  Opportunity/ 

^  Affirmative  Action  Employer. 

Send  resume  with  cover  letter  and  clips 
;  to  Rebecca  Pierce,  metro  editor, 

;  Kalamazoo  Gazette,  401  S.  Burdick, 

I  Kalamazoo,  Ml  49007. 

! - 

j  COPY  EDITOR  -  The  Baltimore  Sun  is 
!  looking  for  a  copy  editor  to  join  its 
I  sports  desk.  A  candidate  should  hove 
i  at  least  four  years'  daily  experience  as 
i  a  sports  copy  editor.  We  are  looking 
1  for  a  strong  "word  person'  who  could 
fit  anywhere  on  the  desk  -  rim,  slot  or 
wire  editor.  Layout  experience  is  a 
I  plus,  though  not  necessary.  If 
interested,  please  respond  promptly, 
because  we  wish  to  fill  the  position 
soon.  Contact  Roy  Frager,  assistant 
I  sports  editor,  Baltimore  Sun,  501  N. 
j  Calvert  Street,  Baltimore,  MD  21278 
!  or  via  E-mail:  ray.frager@baltsun.com 


EDITORIAL _  _  EDITORIAL 


REPORTERS 

The  National  Enquirer  wants  you! 

America's  largest  circulation  paper  is  seeking  hard-working,  talented 
reporters.  Daily  newspaper  or  TV  experience  preferred.  If  you  think 
we're  reporting  on  two-headed  babies  and  space  aliens,  don't  bother 
applying!  But  if  you've  got  what  it  takes  to  break  the  biggest  stories  in 
the  entertainment  industry  and  the  work,  send  us  your  resume  and 
clips.  Must  be  willing  to  relocate  to  Florida  or  California,  at  our 
discretion.  Send  materials  to: 

National  Enquirer,  Editorial  Department 
Box  SP,  Lantana,  FL  33464 


I _ EDITORIAL _ 

I  COPY  EDITORS,  DESIGNERS 

The  Indianapolis  Star  and  News  are 
looking  for  hard-core  rood  warriors 
and  designers  who  specialize  in  seiz¬ 
ing  readers'  attention.  Our  mission  is 
to  think  like  readers,  and  that  means 
making  stories,  headlines,  art  lines  and 
page  presentation  accessible  to  anyone 
that  picks  up  the  edition.  Current  open¬ 
ings  include  copy  editor  positions  on 
the  main  copy  desk  and  design  posi¬ 
tions  on  our  new  design  desk.  Candi¬ 
dates  need  3-5  years  of  professional 
journalism  experience  for  either  posi- 
j  tion.  The  Star  and  News  offer  com- 
j  petitive  wages  and  a  complete  benefits 
I  package.  Resumes  and  clips  to: 

I  Indianapolis  Star  and  News 

!  Human  Resources  Manager 

I  307  N.  Pennsylvania  Street 

Indianapolis,  IN  46204 
i  Equal  Opportunity  Employer 


I  COPY  CHIEF/COPY  EDITORS 
j  New  daily  financial  services  newspa¬ 
per  is  seeking  an  experienced  copy 
I  chief  and  copy  editors.  Requirements 
;  include  sound  news  judgment,  the 
’  ability  to  meet  tight  deodlines,  and  a 
creative  approach  to  business  journal- 
;  ism.  Excellent  opportunity  to  get  in  on 
the  ground  floor  of  a  global  newspa¬ 
per  backed  by  American  Lawyer 
:  Media.  Send  letter,  resume,  and  sam- 
j  pies  to  Yvette  Kantrow,  assistant 
I  managing  editor.  The  Daily  Deal,  105 
i  Madison  Avenue,  7th  floor.  New  York, 
j  NY  10016. 


COPY  EDITOR/PAGINATOR 


The  Patriot-News  in  Harrisburg,  PA, 
(102,000  daily/ 1 60,000  Sunday)  is 
seeking  a  copy  editor/ paginator. 

The  position  requires  editing  local  and 
wire  copy  with  a  view  toward  backup 
wire  desk  responsibilities.  Layout, 
pagination  and  copy-editing  experi¬ 
ence  is  necessary. 


Pagination  duties  include  designing 
and  paginating  local  section  fronts, 
local  inside  pages  and,  from  time  to 
time,  wire  pages  and  Page  1 .  Copy¬ 
editing  duties  include  editing  stories  for 
style  and  comprehensiveness,  plus 
headline  and  photo  caption  writing. 


j  Candidates  should  have  a  strong  back- 
:  ground  in  copy  editing  and  headline 
I  writing  as  well  as  proven  layout  skills. 


I  Please  send  resume  and  clips  to  Bob 
j  Vucic,  executive  news  editor.  The 
Patriot-News,  P.O.  Box  2265,  Harrisburg, 
PA  17101. 


DESIGNER:  Award-winning,  well- 
designed  mid-size  Ohio  daily  seeks 
;  news  page  designer.  Person  must  be  pro- 
i  ficient  in  QuarkXPress,  have  good 
copy  editing  skills,  and  be  comfortable 
I  working  under  pressure  of  deadline, 
i  Here's  your  chance  to  play  a  role  in 
I  Page  1  design,  other  cover  pages. 
Entry  level  designers  considered. 
Newspaper  believes  in  bottom-up 
j  management,  continuous  training. 

I  Send  resume,  samples  of  your  work 
i  and  references  to  Jim  Krumel,  manag- 
I  ing  editor.  The  Lima  News,  3515  Elida 
1  Road,  Lima,  OH  45802. 


I _ EDITORIAL _ 

EDITOR  -  starlribune.com 

The  Star  Tribune  (Minneapolis-St.  Paul) 
has  an  opening  for  the  position  of 
editor  of  startribune.com  its  award¬ 
winning  news  and  information  service 
on  the  World  Wide  Web.  This  is  the 
top  editorial  position  for  the  Star 
Tribune's  online  operations,  which  was 
I  named  one  of  the  nation's  top  three 
newspaper-sponsored  Web  sites  in 
I  Editor  &  Publisher's  competition  earlier 
I  this  year. 

I  The  editor  of  startribune.com  has 
I  overall  responsibility  for  the  editorial 
content  and  editorial  design  of  the  Star 
I  Tribune's  Web  site.  This  includes  pres- 
I  entation  of  news  and  information  con- 
I  tent  and  supervision  of  a  staff  of  1 8  to 
I  20  editors,  designers,  producers  and 
news  assistants.  The  editor  also  is  one 
;  of  four  members  of  the  Web  manage- 
;  ment  team  for  startribune.com  As  a 
member  of  the  management  team,  the 
editor  shares  overall  responsibility  for 
^  the  strategy,  operation,  direction  and 
i  profitability  of  stortribune.com 

i  The  salary  range  for  this  position  is 
i  $63,000  to  $100,000,  depending  on 
I  experience  and  qualifications,  plus  a 
I  management  incentive  plan  of  up  to  1 5 
i  percent  of  base  salary.  In  addition,  the 
I  $tar  Tribune  provides  a  comprehensive 
I  benefit  plan  that  includes  health  insur- 
I  once,  a  401  (k)  plan,  McClatchy  stock 
j  purchase  plan,  life  insurance  and  other 
I  benefits. 

The  $tar  Tribune  has  been  among  the 
leaders  within  the  newspaper  industry 
in  investing  in  new  media  and  expand¬ 
ing  its  Web  operations  beyond  the  tra¬ 
ditional  role  of  a  newspaper. 

I  For  a  complete  job  description  and 
i  additional  information  regarding 
I  qualifications,  benefits  and  the  applica- 
I  tion  process,  please  go  to 
j  www.startribune.com/editorApplica- 
'  tions  should  be  submitted  to  Bob 
!  $chafer,  general  manager  of 
{  startribune.com  by  June  7,  job 
#233200;  however,  the  position  will 
remain  open  until  filled  and  applica- 
I  tions  may  be  accepted  after  that  date. 

Star  Tribune 
425  Portland  Avenue 
Minneapolis,  MN  55488 
i  E-mail:  jobs@gw.startribune.com 

Fax:(612)673-7140 

I 

Equal  Employment  Opportunity/ 
Affirmative  Action  Employer 


EDITING/REPORTING  POSITION 


Jasper,  Karla  Faye  Tucker.  George  W. 
Bush.  Oprah  on  trial.  Selena.  Only  a 
state  like  Texas  could  have  so  many 
big  stories.  The  Houston  Chronicle  state 
staff  has  covered  them  all.  Seeking 
energetic  journalist  with  at  least  5 
years  experience  at  daily  or  wire  ser¬ 
vice  for  job  of  assistant  state  editor. 
Job  includes  some  reporting  as  well  as 
editing.  Write  Kit  Frieden,  Houston 
Chronicle,  P.O.  Box  4260,  Houston,  TX 
77210. 
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HELP  WANTED 


_ EDITORIAL _ 

EDITOR.  Strong  manager  to  guide  cov¬ 
erage  for  award-winning  10,000 
circulation,  twice  weekly.  Growing 
company.  Local  ownership.  Hudson/ 
Berkshires.  Resume,  samples,  salary 
history  to  Vicki  Simons,  The  Indepen¬ 
dent,  P.O.  Box  246  Hillsdale,  NY 
12529. 


EDITORIAL  V/RITER 

Central  Maine  Newspapers  is  currently 
accepting  applications  for  the  position 
of  Editorial  Writer.  This  full-time  posi¬ 
tion  requires  demonstrable  writing  and 
editing  abilities,  excellent  organiza¬ 
tional  skills,  good  typing  speed  and 
basic  computer  knowledge. 

The  ideal  candidate  will  possess  some 
basic  knowledge  of  government, 
politics  and  the  economy  and  five 
years  experience  as  a  reporter  and/ or 
copy  editor.  A  college  degree  is  pre¬ 
ferred.  The  successful  applicant  will 
write  editorials,  screen  letters  and  col¬ 
umns  and  handle  some  general  assign¬ 
ment  reporting.  Other  duties  include 
overseeing  content  of  opinion  pages, 
supervision  of  assistant  editorial  writer 
and  representation  of  our  newspaper 
in  various  contacts  with  the  public. 

This  full-time  position  includes  a  gener¬ 
ous  salary  and  benefit  package.  To 
apply,  please  submit  a  resume,  cover 
letter  and  writing  samples  to: 

Central  Maine  Newspapers 
Attn;  Human  Resources,  EW 
274  Western  Avenue 
Augusta,  ME  04330 
Fax  (207)62 1-56 10 
E-mail  lpletzef@centralmaine.com 


EDITOR 

Weekend  sports  editor  needed  on  four- 
person  sports  staff  at  aggressive,  high- 
quality,  seven-day  newspaper  in 
southwestern  New  Hampshire.  Write, 
edit  and  design;  handle  Saturday  and 
Sunday  editions.  Resume,  clips  to  Tom 
Kearney,  executive  editor.  The  Keene 
Sentinel,  P.O.  Box  546,  Keene,  NH 
03431,  or  E-mail  to: 

lfk@keenesentinel  .com 


EDITOR  NEEDED.  Will  consider  col¬ 
lege  journalism  graduate.  Russell  Daily 
(Kansas)  News  67665.  Allan  Evans, 
publisher  (785)  483-21 18. 


EDUCATION  REPORTER 
If  you  can  put  a  human  face  on  educa¬ 
tion  news  and  dig  up  relevant  stories 
beyond  the  items  on  the  school  board 
agenda,  we'd  like  to  talk  to  you.  You'll 
also  cover  the  health  brot  for  a 
40,000-plus  daily  in  Victoria,  Texas' 
smallest  metro  area,  in  the  heart  of  the 
Houston/San  Antonio/Corpus  Christi 
triangle.  E-mail  your  resume  to  City 
Editor  Greg  Bowen,  at; 

gbovi«n@vicad.com  or  call 
(361)574-1224 


WE  ACCEPT 

MASTERCAROMSA/AMERICAN  EXPRESS 
CHECKS  FOR  CLASSIFIED  ADS 


j _ EDITORIAL _ 

ENVIRONMENT/PUBLIC  LANDS 
j  REPORTER  -  The  Jackson  Hole  Guide, 
j  a  weekly  in  Jackson,  WY,  is  looking  for 
I  a  reporter  to  cover  issues  ranging  from 
I  wolf  reintroduction  to  the  future  of 
j  some  of  the  nation's  most  important 
public  lands,  including  Grand  Teton 
and  Yellowstone  National  Parks.  Can- 
I  didates  should  send  a  letter 
I  (postmarked  by  June  8th)  explaining 
I  relevant  experience  and  why  they  want 
I  the  job  along  with  a  resume,  10  clips 
and  references  to: 

I  Thomas  Dewell,  Editor 

1  Jackson  Hole  Guide 

I  P.O.  Box  648 

i  Jackson,  WY  83001 

j  No  phone  calls 


I  EXECUTIVE  EDITOR:  Award-winning, 
editorially  driven  group  of  suburban 
!  weeklies  in  metro-NY  region  seeks 
'  editor/ manager  to  lead  20-person 
i  editorial  team.  If  you  know  how  to 
j  create  lively,  informative,  quality  pub- 
j  lications  on  time  and  on  budget,  we'd 
!  like  to  talk  to  you.  You  should  have 
!  strong  writing,  editing  and  page 
j  design  skills,  leadership  and  manage- 
!  ment  ability  and  a  working  knowledge 
of  QuarkXPress,  pagination,  and  the 
Internet.  Excellent  salary/benefits 
;  package.  Send  resume/clips  to  Box 
08845,  Editor  &  Publisher. 


EXPERIENCED  REPORTER 

I  The  Observer-Dispatch  in  Utica,  NY,  a 
;  50,000  Gannett  daily,  is  looking  for  a 
I  hard-hitting,  passionate  and  productive 
reporter  to  cover  a  community  news 
beat.  At  least  two  years  of  daily  expe- 
,  rience  is  a  must;  computer-assisted 
:  reporting  knowledge  is  a  plus.  Please 
i  send  resume  and  half-dozen  samples 
I  of  your  best  work  to  Rick  Jensen, 
j  editor,  Observer-Dispatch,  221 
!  Oriskany  Plaza,  Utica,  NY  1 3501 .  We 
;  value  diversity. 

I  FINANCIAL,  nationally  recognized 
I  online  site,  www.financialweb.com/ 
corporate/employment.asp 

'  HCXKEY  WRITER 

j  The  National  Hockey  League  is  coming 
1  to  Ohio's  largest  city  in  20(X),  and  The 
I  Columbus  Dispatch  seeks  a  major- 
I  league  writer  to  head  its  reporting  cov- 
,  erage.  This  full-time  hockey  insider 
I  must  be  able  to  file  insightful  deadline 
I  accounts  of  Columbus  Blue  Jackets 
!  games,  provide  in-depth  reports  on 
I  league  happenings  and  help  instruct 
j  an  emerging  hockey  community  on  the 
;  finer  points  of  the  game.  Our  choice 
I  must  have  the  energy,  enthusiasm  and 
I  creativity  to  match  that  of  Columbus, 
]  which  is  becoming  big-league  in  more 
j  respects  than  sports,  and  The  Dispatch, 
;  a  paper  on  the  move  that  offers  com¬ 
petitive  salaries  and  excellent  benefits. 
Experience  as  an  NHL  beat  reporter 
preferred;  experience  as  a  beat 
reporter  for  a  professional  sports  team 
and  at  least  five  years'  reporting  expe¬ 
rience  required.  Send  clips  and  resume 
to  Mabry  Donabauer,  Human  Resource 
Specialist,  The  Columbus  Dispatch,  34 
S.  Third  Street,  Columbus,  OH  432 1 5. 


i  _ EDITORIAL _ 

j  ILLINOIS  AgriNews  has  a  full-time 
I  opening  for  a  Field  Editor  to  work 
in  LaSalle,  IL.  Seeking  experienced 
I  reporter,  recent  journalism  or  agri- 
i  culture  communication  graduate. 

Agriculture  background  desirable  but 
!  not  required.  Photo  experience  a  plus. 

I  Car  required.  Fax  or  mail  resume  and 
j  writing  samples  to  Warren  Pufahl, 
Illinois  AgriNews,  420  Second  Street, 
LaSalle,  IL  61301.  Fax:  (815)  223- 
5997.  E-mail:  agrinews@theramp.net 

I  MADISON,  Wl  -  based  monthly  trade 
I  magazine  serving  owners/operators  of 
;  sport,  recreation  and  fitness  venues 
seeks  managing  editor.  Candidates 
must  relocate  and  be  knowledgeable 
about  the  business  of  sport  and  able 
to  handle  variety  of  tasks;  writing, 

,  proofreading,  creating  a  dummy  and 
I  representing  the  magazine  at  trade 
I  shows.  Must  be  organized,  well-read, 

I  and  eager  to  learn  about  the  readers 
and  advertisers  we  serve.  Send 
I  resume,  samples  and  letter  describing 
I  your  sports  background/interests,  and 
!  salary  requirements  to  ABP,  413(3  Lien 
;  Rood,  Modison,  Wl  53704. _ 

1  MANAGING  EDITOR 

Hands-on  editor  needed  for  six-day 
AM  32,5(X)  circulation  in  Shenandoah 
Valley  of  Virginia.  City-County  popula- 
,  tion  100,(X)0,  four  colleges.  Must  be 
I  experienced  in  managing  personnel, 
i  good  motivator,  trainer,  skilled  in  com- 
I  puters,  layout  and  design.  Must  have 
;  good  news  sense  to  publish  a  balanced 
j  newspaper  with  primary  emphasis  on 
I  local  news,  then  state,  national  and 
i  world  news.  Must  work  well  with  staff. 

;  Website  experience  helpful.  Resume  to 
;  R.  Morin,  editor.  Doily  News-Record, 

;  P.O.  Box  193,  Harrisonburg,  VA 
!  22801. 


EDITORIAL 


EDITORIAL 

MANAGING  EDITOR 


Family  owned  Ohio  daily  (Monday  - 
Saturday)  newspaper  (12-1 3M)  seeks 
an  experienced  candidate  for  the  posi¬ 
tion  of  Managing  Editor.  Applicant 
should  have  a  collie  degree  in  jour¬ 
nalism  or  related  field,  minimum  6-8 
years  newsroom  experience,  strong 
interpersonal  skills  with  a  commitment 
to  “get  involved  in  the  community”, 
and  demonstrated  experience  in 
teaching,  training,  and  overall  lead¬ 
ership  for  a  fully  paginated,  six¬ 
teen  position  newsroom.  Salary/ 
Compensation  package  based  on  skill 
and  experience.  Benefits  package 
includes  health  care,  insurance, 
pension  and  401  (k)  plan.  Reply  to  Box 
08829,  Editor  &  Publisher. _ 


!  MANAGING  EDITOR 

;  The  Southwest  Daily  Times,  published 
j  Monday-Friday  afternoons  and  Sun- 
I  day  mornings  on  the  high  plains  of 
I  southwest  Kansas,  has  an  opportunity 
'■  for  a  managing  editor  to  lead  our  com- 
■  munity  newspaper's  newsroom.  Enjoy 
!  great  quality  of  life  in  rural  wide  open 
I  spaces  while  pursuing  community  jour- 
!  nalism  excellence.  Respond  with  cover 
!  letter  and  resume  to  Barney  White, 
publisher.  Southwest  Daily  Times,  P.O. 

!  Box  889,  Liberal,  KS  67905  or  Fax  to: 

!  (316)624-0735 


MEXICAN  FINANCIAL  NEWSPAPER 
seeks  bilingual  reporter  for  Los  Angeles 
bureau  to  cover  business,  politics, 
trade,  etc.  Will  write  in  English  and 
Spanish.  Resume  and  five  clips  to 
Carlos  Manns,  2300  S.  Broadway,  Los 
Angeles,  CA  90007.  Or  Fax: 

(213)747-2489 

EDITORIAL 


Vpstrram  i.%  puhlhheJ  wefkiy  hy  S'HST  in  Otto,  the  gnwp  behind  Norway'y  leudinff 
business  daily  Dozens  Saerin^siiv.  the  wtematumal  shippiint  gazette  TnuieWinds  and 
the  reubtime  wire  service  Ti)N.  launched  in  1996,  Upstream  h  staffed  hy  IJ  fnll-iime 
refxmers  in  Osh.  Houstim.  h>ndm.  Sin^tpare,  Rio  arul  Accra.  It  is  rectn^nised 
worldwide  as  the  leuiling  .\<tun-e  fflolxd,  independent  news  and  commentary  on  the 
oil  and  imlustry.  and  is  reatl  each  week  by  more  than  .W.(XX)  business  leaders. 

BUREAU  CHIEF  —  HOUSTON 

Upstream,  the  indepemient  weekly  newspaper  covering  the  oil  &  gas 
intiuslry  worldwide,  is  looking  to  strengthen  its  team  through  the  appoint¬ 
ment  of  a  bureau  chief  for  its  editorial  oft'ice  in  Houston,  Texas. 

The  Houston  office  consi.sts  presently  of  three  full-time  reporters  wtuisc 
primary  fiKus  is  to  provide  uncompromising  news,  feature  and  analytical 
coverage  of  the  upsta-am  oil  &  gas  industry  in  North  America. 

We  are  looking  for  a  responsible  and  creative  self-starter,  potentially  with 
experience  as  a  business  editor  from  a  daily  newspaper,  and  with  proven 
ability  to  inspire  and  direct  fellow  reporters  while  also  leading  by  exam¬ 
ple  through  quality  news  and  feature  reporting.  The  candidate  should 
have  well-tuned  instincts  to  evaluate  news  and  key  issues,  as  well  as  a 
track  record  of  daring  and  accurate  Journalism. 

Job  description; 

•Ctxirdinate  and  steer  our  editorial  coverage  in  North  America 

•  Liaise  with  the  hditor  in  Oslo  and  the  News  Editor  in  London 

•  News  and  feature  reporting  on  energy  business  and  politics 

•  Contribute  to  the  further  editorial  development  of  the  newspaper 

We  can  offer  a  hand.some  salary  and  benefits,  relocation  expenses,  oppor¬ 
tunity  to  travel,  and  an  exciting  career  in  a  highly  profitable  organization. 
Applications  and  enquiries  will  be  handled  with  complete  confidence. 
Mail  or  fax  no  later  than  1.^  June  to: 

Upstream 

Attn:  Erik  Meares,  Editor,  PO  Box  1182  Sentrum,  0107  Oslo,  Norway 
Tel:  +47  22  00  13  00  Fax:  +47  22  00  13  05  Cell  phone:  +47  932  56  314 
E-mail:  erik.means@upstreamjih$Lno  •  Webrite:  www.upstream.tm 

THE  INTErtNA-nONAL  OIL  A  OAS  NEWSPAPER 


UPSTREAM 
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HELP  WANTED 


_ EDITORIAL _ 

NATIONAL  NEWS  (WIRE)  EDITOR 

The  Anfelope  Valley  Press  is  looking 
for  o  candidate  who  possesses  strong 
news  judgment  and  language  skills. 
Responsibilities  include  editing  skills, 
selecting  stories  and  photos  for  wire 
ages,  page  layout,  cutline  and 
eodline  writing,  and  coordination  of 
wire  content  throughout  paper. 
Requires  2-3  year's  experience  in  copy 
editing  and  page  design  with  at  least  1 
Box  889,  Liberal,  KS  67905  or  Fax  to:  | 
edge  of  QuarkXPress  and  Photoshop,  j 
Bochelor's  degree  or  equivalent.  Send 
resume  to  Antelope  Volley  Press,  Attn: 
Personnel  Deportment,  P.O.  Box  880, 
Palmdale,  CA  93590-4050. _ 

NEWS  EDITOR:  Award-winning 
Mobridge  Tribune,  SD's  largest  weekly. 
Strong  writing,  photography  skills. 
$25,000  plus  nill  benefit  package.  Call 
Larry  Atkinson,  (800)  594-941 8. 


_ EDITORIAL _ 

MEDIA  RELATIONS  DIRECTOR  needed 
for  professional  medical  association. 
Responsible  for  promoting  policies 
I  and  news  to  Southern  CA  press, 
i  Coordinate  contacts  with  news  media, 
prepare  press  releases,  arrange  press 
conferences.  Write  op-ed  articles.  Con¬ 
duct  media  training.  Travel  to  Northern 
CA  required.  Degree  in  journalism  or 
equivalent.  Required  demonstrated  pro¬ 
ficiency  in  media  relations.  Minimum 
3  years  reporting  experience.  Resume 
to  B.  Feiner,  523  W.  6th  Street, 
#1 000,  Los  Angeles,  CA  9(X)1 4. 


NIGHT  CITY  EDITOR  sought  for 
31,000  circulation  McClatchy  news- 
poper  south  of  Charlotte,  NC.  Move 
copy,  coach  and  help  manage  14- 
person  metro  staff.  Competitive,  grow¬ 
ing  market.  Send  resume  to  Rich 
[  Rassmann,  manoging  editor.  The 
I  Herald,  P.O.  Box  11707,  Rock  Hill,  SC 
j  29731.(803)329-4061. 


EDITORIAL  EDITORIAL 


New^flies 

IS  GROWING  AND  IN  SEARCH  OF  EDITORS. 

New  Times  publishes  magazine-style  weekly 
newspapers  -  covering  local  news  and  features, 
restaurants  and  sports,  film  and  music  -  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San  Francisco, 

Los  Angeles,  Cleveland  and  St.  Louis.  Our  stories  inform 
and  entertain  readers,  provoke  strong  reactions,  and 
win  national  awards.  We  are  accepting  applications 
now  for  the  following  fulltime  editing  positions 
(the  interview  process  will  include  a  test): 

MANAGING  EDITOR 
PHOENIX,  HOUSTON  AND  CLEVELAND 

This  position  requires  fine  writing  and  editing  skills  and 
the  ability  to  help  staffers  produce  superior  stories.  The 
managing  editor  also  supervises  the  day-today  operations  of 
the  editorial  department.  Houston  candidates  should  have 
a  strong  feature/ arts  background:  Phoenix  candidates  should 
be  well  grounded  in  news:  Cleveland  applicants  must  have 
experience  in  both  features  and  news. 

ASSOCIATE  EDITOR 
FT.  LAUDERDALE 

We  are  looking  for  an  editor  with  a  strong  news  background 
who  can  craft  a  compelling  narrative  and  work  well  with  writers. 

MUSIC  EDITOR 

LOS  ANGELES,  DENVER  AND  FT.  LAUDERDALE 

This  job  entails  planning/ editing  a  music  section,  hiring  freelancers 
and  writing  a  local  music  column  as  well  as  non-music  features. 

New  Times  offers  competitive  salaries  and  benefits. 
Interested  candidates  should  send  cover  letter, 
resume  and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
P.O.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  wwwnawtimes.coffl. 


_ EDITORIAL _ 

MANAGING  EDITOR 

The  Democrat  and  Chronicle  in 
Rochester,  NY,  seeks  a  creative  and 
energetic,  hands-on  managing  editor. 

Responsibilities  include  directing  a  staff 
of  180  journalists  ranging  from  the 
best  and  brightest  recent  graduates  to 
national  award-winning  seasoned 
veterans  at  a  newspaper  with  a  rich 
tradition  and  ongoing  push  for 
excellence.  The  Democrat  and  Chroni¬ 
cle's  circulation  is  175,000  daily  and 
250,CXX)  Sunday. 

We  recently  went  on  line  with  a  new 
$65  million  printing  plant  and  have  con¬ 
verted  to  all-digital  photography.  Our 
goal  is  to  build  on  that  state-of-the-art 
technology  with  continuing  improve¬ 
ments  for  a  sophisticated  readership. 

Rochester  is  home  to  10  universities, 
including  the  Rochester  Institute  of 
Technology  and  the  University  of 
Rochester's  famed  Eastman  School  of 
Music.  Rochester  is  a  major 
manufacturing/export  center,  including 
the  corporate  headquarters  of  Kodak, 
Bausch  and  Lomb  and  several  emerg¬ 
ing  companies. 

The  Democrat  and  Chronicle  values  the 
benefits  of  diversity  in  the  workplace 
and  is  committed  to  equol  opportunity 
employment.  Candidates  who  share 
our  vision  are  especially  encouraged  to 
apply. 

Send  work  samples,  resume,  salary  his¬ 
tory  and  expectations  with  a  cover  let¬ 
ter  outlining  your  vision/thoughts  on 
what  makes  a  good  newspaper  to  Tom 
Callinan,  editor.  Democrat  and  Chroni¬ 
cle,  55  Exchange  Blvd.,  Rochester,  NY 
14614.  E-mail: 

Tcallinan@democratandchronicle.com 


MANAGING  EDITOR 

Las  Vegas  Weekly,  an  alternative 
newsweekly  serving  southern  Nevada, 
is  seeking  a  strong  leader  with  a  pro¬ 
ven  track  record  In  managing  staff  and 
developing  editorial  direction.  Suc¬ 
cessful  candidate  will  have  strong  edit¬ 
ing  ability,  good  background  in 
features,  dining,  music  and  film  cov¬ 
erage  with  an  alternative  bent.  Stable 
company  offers  excellent  benefits 
package  with  401  (k)  plan  and  com¬ 
pensation  range.  Interested  candidates 
should  submit  resume,  cover  letter, 
clips  and  salary  requirements  (in  con¬ 
fidence)  to  Bruce  Spotleson,  general 
manager,  LVW,  820  S.  Valley  View 
Blvd.,  Las  Vegas,  NV  89107. 


NORTHWEST  20,000-CIRCULATION 
daily  is  looking  to  expand  its 
newsroom.  Potential  positions  from 
reporter  to  the  newsroom's  top  spot. 
Seeking  experienced  journalists  who 
can  add  energy,  innovation  and  lead¬ 
ership.  Ability  to  communicate,  work 
and  live  in  a  community  based  on  an 
outdoors  lifestyle  and  family  values 
essential.  Salaries  commensurate  with 
experience.  Send  cover  letter,  resume 
and  salary  history  to  Box  08850, 
Editor  &  Puolisher. 


_ EDITORIAL _ 

NEWS  EDITOR 

The  Lima  News  seeks  applicants  to 
oversee  selection  and  design  of  news 
content  for  this  aggressive  community- 
oriented  AM  (36,000  d,  47,000  S) 
that  serves  a  nine-county  area  of 
Northwest  Ohio. 

The  person  chosen  will  continue  the 
tradition  of  training  and  challenging  a 
skilled  graphics,  design  and  editing 
team  of  journalists  for  our  print  and 
online  editions.  This  hands-on  night 
charge  editor  must  be  a  copy  editor 
and  page  designer  who  can 
coordinate  staff  schedules  with  desk 
needs,  use  our  wire  services  and  syn¬ 
dicates  fully  and  effectively,  and  be 
able  to  quickly  focus  on  and  resolve 
nightly  challenges  as  they  arise  in 
order  to  meet  deadlines. 

The  News  Editor  will  help  continue  the 
associate  development  process  that  is 
the  backbone  of  excellence  at  The  Lima 
News,  by  providing  desk  staff  with 
clear,  appropriate  instructions  and 
feedback.  To  foster  the  paper's 
goodwill  and  to  build  team  efforts,  the 
successful  candidate  will  work  well  with 
other  section  editors  and  non-news 
departments,  and  react  courteously 
and  professionally  with  readers. 

Qualified  applicants  will  have  a  mini¬ 
mum  5-7  years  of  daily  newspaper 
experience,  including  3  years  in  man¬ 
agement.  QuarkXPress,  Windows  and 
Word  skills  essential.  Shifts  involve 
night  hours  and  some  weekends. 

Submit  your  resume,  a  cover  letter  out¬ 
lining  your  management  experience 
and  leadership  style,  what  you  would 
bring  to  our  newsroom  and  what  you 
would  want  to  learn,  and  copies  of  6 
recent  daily  editions  to  Ray  Sullivan, 
editor.  The  Lima  News,  3515  Elida 
Road,  Lima,  OH  45802.  E-mail  ques¬ 
tions  to  rsullivan@bright.net 

No  phone  calls,  please 


PAGE  DESIGNER 

The  Post-Tribune  of  Northwest  Indiana 
is  seeking  a  page  designer  with  a 
creative  flair  and  a  solid  background 
in  copy  editing.  Excellent  word  and 
grammar  skills  a  must.  The  Post- 
Tribune  is  an  award-winning  65,000 
circulation  daily  located  just  35  miles 
southeast  of  Chicago.  Send  resumes/ 
clips  to  Stephen  Snelgrove,  managing 
editor.  The  Post-Tribune,  1065 
Broadway,  Gary,  IN  46402. 


PREPS  SPORTS  WRITER 

Looking  to  draft  high-enery  journalist 
who  can  continue  tradition  of  putting 
pro  slant  on  prep,  community  athletics. 
Regular  enterprise  expected.  43,(X)0 
AM  daily  in  southcentral  Pennsylvania. 
APSE  section  finalist  or  honorable 
mention  nine  of  past  1 1  years.  Salary 
$23,907-535, 820.  Resume,  clips 
Sports  Editor,  York  Daily  Record, 
P.O.  Box  15122,  York,  PA  17405. 
www.ydr.com  EOE 
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HELP  WANTED 


_ EDITORIAL _ 

REPORTER  -  Philadelphia  suburban 
daily  seeks  aggressive,  curious,  hard¬ 
working  reporter  with  lots  of  ideas  and 
a  strong  desire  to  be  the  best.  Send  let¬ 
ter,  resume  and  clips  to  Lanny 
Morgnanesi,  executive  editor.  The 
Intelligencer,  Box  858,  Doylostown,  PA 
18901. 

PACIFIC  DESK  EDITOR 

The  European  and  Pacific  Stars  and 
Stripes,  an  editorially  independent 
daily  newspaper  serving  the  U.S. 
military  community  around  the  world, 
is  looking  for  a  top-notch  journalist  to 
head  its  Pacific  (City)  Desk  in  Tokyo, 
Japan. 

The  successful  candidate  will  supervise 
a  staff  of  reporters  and  photographers 
in  Japan,  Korea  and  other  Pacific 
localities,  as  well  as  a  desk  staff  of 
assistant  editors,  who  handle  every¬ 
thing  from  features  to  breaking  news. 
We're  looking  for  a  professional  who 
works  with  a  wide  range  of  reporters 
and  editors  and  who  can  instruct  and 
motivate  a  staff  with  varying  skill  levels 
to  propel  them  to  higher  levels  of  profi¬ 
ciency. 

Experience  in  supervising  newsroom 
activities  on  a  daily  commercial  news¬ 
paper  required.  Overseas  military 
experience,  knowledge  of  the  Pacific 
region  and  experience  supervising 
reporters  in  remote  areas  preferred. 

An  extremely  attractive  compensation 
package  is  available  to  the  right  can¬ 
didate. 

Applicants  should  send  a  resume, 
references  and  three  work  samples  to 
Pacific  Stars  and  Stripes,  ATTN:  PSS- 
CPO,  Unit  45002,  APO  AP  96337- 
5002  or  FAX  to  01 1  -81-3-3403-5493 
or  E-mail  in  ASCII  text  or  MSWord 
(PC)  format  to: 

jobs-pss6stripes.osd.mil 
Applications  must  be  received  by  June 
25,  1999.  U.S.  Citizens  only.  Pacific 
Stars  and  Stripes  is  an  Equal  Opportu¬ 
nity  Employer. 

REPORTER  WANTED:  3-year-old,  Ann 
Arbor,  Michigan-based  Catholic 
newspaper  seeking  experienced 
reporter.  High  level  of  organizational 
skills,  initiative  and  strong  sense  of 
mission  required.  Knowledge  of  Win¬ 
dows  95  helpful.  Salary  dependent  on 
experience.  Submit  your  resume  and 
letter  of  intent  to  Credo  Newspapers, 
Attn:  Clare,  P.O.  Box  504,  Ann  Arbor, 
Ml  48 1 06  or  Fax  to  (734)  930-3 1 79. 


REPORTER,  PHOTOGRAPHER  OPEN¬ 
INGS:  The  Altoona  Mirror  (35,000  dai- 
ly/43,000  Sunday)  is  seeking  a 
reporter  and  photographer  to  join  our 
growing  newsroom.  Submit  cover  let¬ 
ter,  resume,  clips  and  references  to 
Mike  Bieger,  managing  editor,  Altoona 
Mirror,  301  Cayuga  Avenue,  Altoona, 
PA16602. 


REPORTER.  County  Courier  of  northern 
Vermont  seeks  reporter  to  cover  range 
of  issues  in  an  interesting  and  beautiful 
region.  Some  routine  stuff,  but  ample 
enterprise  and  feature  work  We're  a 
weekly  that  tries  to  be  provocative.  Will 
consider  newcomers  or  veterans.  Com¬ 
petitive  salary,  benefits,  pension,  vaca¬ 
tion.  Send  cover  letter,  resume,  clips, 
salary  requirements  to  Editor,  County 
Courier,  P.O.  Box  398,  Enosburg  Falls, 
VT  05450. 

REPORTER:  The  Gainesville  (Fla.)  Sun, 
a  NYT  Regional  daily,  is  looking  for  a 
strong  writer  with  experience  covering 
government  and  in  investigative  report¬ 
ing.  Send  resume,  clips  to  Matt  Reed, 
P.O.  Box  147147,  Gainesville,  FL 
32614-7147,  Fax:  (352)  338-3128, 
call  Mott  Reed,  (352)  374-5093  or 
E-mail  Reedm@Gvillesun.com 

REPORTER/COPY  EDITOR 
The  CAMBODIA  DAILY,  on  indepen¬ 
dent  English-language  newspaper  in 
Phnom  Penh,  seeks  two  experienced 
reporters,  a  supplements  editor  and  a 
copy  editor.  Two  years  daily  newspa¬ 
per  experience  required.  This  is  an 
unusual  opportunity  to  contribute  to  the 
publication  of  a  desktop  published 
newspoper  in  a  fragile,  democracy 
and  free  market  economy  where 
stability  has  returned.  (See  Columbia 
Journalism  Review,  May/June  1994, 
LA  Times  2/12/99  and  upcoming  arti¬ 
cles  in  Brill's,  WIRED).  Knowle<)ge  of 
Macintosh  QuarkXPress  is  preferred. 
Ideal  candidates  should  have  sense  of 
adventure,  prepared  to  commit  for 
one/two-year  work  in  close  part¬ 
nership  with  young  Cambodian  staff 
and  lead  by  example  in  furthering 
(with  our  editorial  staff)  a  free  press  in 
Cambodia.  The  pay  is  modest 
($10,(XX)  us/the  first  year),  but 
includes  comfortable  housing  in  two 
beautiful  villas  with  maid  and  laundry 
service,  free  medical/hospital  care, 
sports  club.  E-mail,  etc.  We  don't  just 
run  a  newspaper  but  assist  in  the 
rehabilitation  of  Cambodia.  Our 
alumni  now  head  major  wire  services 
bureaus.  The  publisher  will  be  in  New 
York  from  June  1  -8,  Washington  June 
9-15,  Chicago  and  San  Francisco  for 
interviews.  Fax  or  E-mail  a  cover  letter 
and  resume  to:  Bernard  Krisher 
fax:  01 1  (81-3)  3486-6789  (Tokyo) 
E-mail:  bernie@media.mit.edu 

REPORTER 

Looking  for  the  ideal  candidate  for  cov¬ 
erage  of  100,(XX)-i-  cities,  city  hall, 
ancT  quality  of  life  issues.  Requires  5 
years  of  experience,  environmental  cre¬ 
dentials  preferred,  clips  and  awards 
that  demonstrate  solid  civics  with 
ability  to  handle  hard-edged  stories. 
Position  offers  a  competitive  wage  and 
excellent  benefits  package.  Replies  to 
Antelope  Valley  Press,  Attn:  Personnel 
Department,  P.O.  Box  880,  Palmdale, 
CA  93590-4050. 

REPORTERS 

Our  35,000-circulation  coastal  daily 
needs  team  players  whose  crisp  daily 
stories  will  be  complemented  by 
dynamic  enterprise  pieces.  General 
assignment  beats  open.  Two  years 
experience  preferred.  Reply  with  6-10 
clips  to  Larry  Reisman,  editor.  The 
Press  Journal,  P.O.  Box  1 268,  Vero 
Beach,  FL  32961. 


The  Monroe  (Ml)  Evening  News  is  seek¬ 
ing  two  excellent  reporters  to  join  our 
award-winning  team.  Family-friend¬ 
ly  newsroom,  flexible  schedules. 
Employee  ownership  plan  gives  100 
percent  match  on  your  401  (k)  invest¬ 
ment  plus  more.  Located  on  Lake  Erie 
shore,  Monroe  is  a  short  drive  to  Ann 
Arbor,  Detroit  and  Toledo.  If  you're 
ready  for  a  place  where  your  opinion 
is  valued  and  you're  not  just  a  cog  in 
the  wheel,  send  your  resume  and  3 
clips  to  Cindy  Chapman,  The  Monroe 
Evening  News,  P.O.  Box  1 1 76, 
Monroe,  Ml  48161 . 

REPORTER 

The  Messenger-Inquirer,  a  34,000 
circulation  daily  in  Owensboro,  KY,  is 
looking  for  a  reporter.  The  ideal  can¬ 
didate  will  be  a  self-starter  vrho  can 
cover  everything  from  cops  to  country 
fairs,  from  economic  development  to 
education  features.  The  M-l  is  a  Belo 
Corporation  newspaper.  Please  send 
resume,  cover  letter  and  clips  to  Sue 
Trautwein,  human  resources  director, 
Messenger-Inquirer,  P.O.  Box  1480, 
Owensboro,  KY  42302. _ 

SEEKING  WIRE  EDITOR/PAGINATOR 
for  award-winning  8,000  circulation 
daily.  QuarkXPress  and  copy  editing 
skills  vital.  Duties  include  editing, 
design  and  layout  as  v/ell  as  web  page 
maintenance.  We  offer  a  competitive 
compensation  package.  Send  cover  let¬ 
ter,  resume  and  samples  to  Bette  Pore, 
Plainsman,  P.O.  Box  1 278,  Huron,  SD, 
57350. 


_ EDITORIAL _ 

ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles,  Ft.  Lauderdale, 
Clevelana  and  St.  Louis.  We  publish 
in-depth,  well-crafted  stories  that 
explore  the  issues,  events  and 
personalities  that  make  our  com¬ 
munities  tick.  Our  stories  inform  and 
entertain  readers,  provoke  strong  reac¬ 
tions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine- style  reporting  and 
the  hurried  fact-finding  of  daily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  writers  in  Miami,  Phoenix,  Ft. 
Lauderdale.  Cleveland,  St.  Louis, 
Denver  and  Dallas.  New  Times  is  com¬ 
mitted  to  building  a  diverse  workforce 
and  acknowledges  the  needs  of 
employees  with  young  families.  We 
offer  competitive  salaries  and  bene¬ 
fits... and  all  the  space  you  need  to  put 
the  news  in  perspective  and  tell  a  good 
story. 

Send  all  a(»lications 
(no  phone  calls  or  E-mail,  please)  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  IrK. 

P.O.  Box  5970 

Denver,  CO  802 1 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three,  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  hod  the 
time  and  the  space. 


I  HEALTH  TEAM  SEEKS 

I  STAR  PLAYER 

If  health  book  publishing  were  basketball,  you 
would  say  we  are  going  in  for  a  slam  dunk.  We  are 
Rodale  Press,  the  world's  biggest  and  most 
respected  publisher  of  healthy  active  living  books  and  magazines  - 
including  Prevention  and  Men’s  Health. 

Within  the  last  few  years,  we  have  assembled  a  Book  Division  team 
of  health  writers  with  research,  interviewing  and  writing  skills  second 
to  none.  But  we  need  one  more  key  player  to  round  out  the  squad.  If 
you  have  been  writing  “how-to”  service  journalism  for  a  magazine, 
or  health  reporting  for  a  mid-sized  daily  for  five  years  +  -  and  have 
recently  won  an  award  for  your  work  -  we  should  talk. 

We  would  also  like  to  sign  another  big-city  health  reporter  who 
yearns  for  new  challenges  and  can  wow  us  with  the  depth  of  their 
health  knowledge,  contacts  and  writing  style. 

No  hoop  experience  necessary,  of  course.  Just  the  desire  and 
proven  ability  to  turn  the  tidal  wave  of  health  information  into  action 
plans,  strategies  and  tips  millions  of  our  readers  can  use  right  away 
to  improve  their  lives.  Competitive  salary,  plus:  On-site  gym,  day 
care,  health  food  cafeterias,  a  high-match  401  (k),  and  other  perks  - 
all  at  a  family-owned  company.  Send  cover  letter,  resume  and  five 
great  work  samples  pronto,  to: 

Human  Resources  Department(EP-HWBK) 

RODALE  PRESS,  INC. 

33  East  Minor  Street,  Emmaus,  PA  18098 
Fax  number:  (610)  967-9209 

EOE  Visit  our  website  at  www.rodaiepress.com 
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HELP  WANTED 


SEEKING  self-motivated  reporter  with 
excellent  research  and  writing  skills  for 
award-winning  banking  publication. 
Fax  resume  and  clips  to  LDA  at: 
(301)424-2390 


SPORTS  EDITOR 


The  Newport  (Rl)  Daily  News  seeks  a 
sports  editor  to  lead  a  talented  3- 
person  staff.  In  addition  to  local  high 
school,  college  ond  youth  sports,  we 
cover  world-class  sailing,  professional 
tennis  at  the  International  Tennis  Hall  of 
Fame,  polo,  tournament  croauet, 
beach  volleyball  and  nearly  everything 
else.  Our  sports  editor  runs  the  desk, 
makes  assignments,  designs  and 
paginates  pages,  and  writes  about 
sports  in  an  exciting  small  city  with  an 
international  reputation.  You'll  be  part 
of  a  management  team  dedicated  to 
excellence.  Competitive  salary  and 
benefits.  Knowledge  of  QuarkXPress 
essential.  Send  writing  and  design  sam¬ 
ples  and  a  letter  about  yourself  to 
David  B.  Offer,  editor.  The  Newport 
Daily  News,  101  Malbone  Road, 
Newport,  Rl  02840.  No  phone  calls, 
please. 


SENIOR  TRAVEL  WRITER 


Meredith  Corporation's  Midwest  Living 
magazine  seeks  an  experienced, 
creative  writer  to  produce  main 
editorial  and  short-subject  feature 
travel  stories. 


Position  requires  a  Bachelor's  degree 
in  journalism  or  English  with  a  mini¬ 
mum  of  3  years'  writing/editing  expe¬ 
rience.  Travel  writing  a  plus. 


Location:  Des  Moines,  lA 


Check  our  career  site  for  more  informa¬ 
tion  at  www.  meredilh.com 


Send  resume,  writing  samples  and 
cover  letter  with  salary  history  in  con¬ 
fidence  to: 


Ms.  Rock 

Corporate  Manager 
Staffing  ^rvices/Dept.  506EP 
Meredith  Corporation 
1716  Locust  Street 
Des  Moines,  lA  50309-3023 
Fax:  (515)  284-2958 


An  Equal  Opportunity  Employer 


SIDE  DESK  POSITION  monthly  interna¬ 
tional  trade  publication  in  Zone  4. 
Copy-editing,  pagination,  production. 
Photoshop,  graphics  and  illustration 
skills.  Assist  with  special  projects.  Fax 
resume  to  News  Editor 

(904)  791 -8836  or 
E-mail  gborrows@shippers.com 


TALENTED  REPORTERS,  MANAGING 
EDITOR  AND  SPORTS  EDITOR  needed 
for  Northwest  Arkansas  Newspaper 
War!  Good  Pay,  great  benefits,  and 
lots  of  fun!  If  you  love  the  thrill  of  com¬ 
petition,  call  Community  Publishers, 
Inc.  at  (501)  271-3743  ar  fax  your 
cover  letter  and  resume  to: 

(501)271-3788  EOE 


SPORTS  LAYOUT  EDITOR 


The  Arlington  Morning  News,  an  APSE 
Triple  Crown  Winner,  has  an 
immediate  opening  for  a  layout/design 
editor.  This  individual  must  possess 
good  news  judgment,  creative  design 
skills  and  the  ability  to  handle  deadline 
pressure.  This  candidate  must  also 
have  QuarkXPress  skills.  Please 
forward  your  resume,  daily,  Sunday 
and  special  designs  samples  to: 


Mark  Konrodi,  Sports  Editor 
The  Arlington  Morning  News 
1 1 1 2  E.  Copeland  Rood,  Suite  4(X) 
Arlington,  TX  7601 1 


The  Arlington  Morning  News 
An  Equal  Opportunity  Employer 


SPORTS  VYRITER 
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STAFF  WRITER 

Intertec  Publishing,  a  fortune  1000 
trade  publishing  company,  seeks  a 
Staff  Writer  for  Wireless  Review  mag¬ 
azine.  Wireless  Review  is  the  #1  mag¬ 
azine  for  the  wireless  communications 
industry  Position  is  located  in 
Overland  Park,  KS  (  a  Kansas  City  sub¬ 
urb);  please  nate  that  relocation 
assistance  will  NOT  be  available. 


SPORTS  PAGE  DESIGNER 
The  Post-Tribune  of  Northwest  Indiana 
is  seeking  a  sports  page  designer  with 
a  creative  flair  and  solid  background 
in  copy  editing.  Excellent  word  and 
grammar  skills  a  must.  Pagination  and 
layout  skills  a  plus.  The  Post-Tribune  is 
an  award-winning  65,000  circulation 
daily  located  just  35  miles  southeast  of 
Chicago.  Send  resumes/clips  to  Jeff 
Mayes,  sports  editor.  The  Post-Tribune, 
1 065  Broodway,  Gary,  IN  46402. 


SPORTS  REPORTER 

The  Post-Tribune  of  Northwest  Indiana 
is  seeking  a  sports  reporter  with  a 
passion  for  preps  and  competition.  The 
Post-Tribune  is  an  award-winning 
65,000  circulation  daily  located  just 
35  miles  southeast  of  Chicago  in  a  two 
newspaper  market.  Our  focus  is  on 
prep  sports  but  we  also  cover  Purdue, 
Notre  Dame,  Valparaiso  and  Indiana 
University.  Experience  preferred  but  we 
will  consider  recent  graduotes.  Send 
resumes/clips  to  Jeff  Mayes,  sports 
editor.  The  Post-Tribune,  1065 
Broacfwoy,  Gary,  IN  46402. 


The  Concord  Monitor,  a  7-day, 
22,000-circulation  newspaper  in  NH's 
state  capital,  seeks  a  writer  for  its 
award-winning  sports  staff.  The  suc¬ 
cessful  candidate  will  have  strong  writ¬ 
ing  and  interpersonal  skills  to  handle 
duties  ranging  from  coverage  of 
Winston  Cup  motorsports  to  colleges  to 
preps.  A  Bachelor's  degree  in  Journal¬ 
ism  or  English,  or  equivalent  experi¬ 
ence  required.  Pagination  experience 
is  a  plus.  Please  forward  your  resume 
and  clips  to  Concord  Monitor,  attn: 
Sandy  Smith,  P.O.  Box  1 1 77,  Con¬ 
cord,  NH  03302- 1 1 77,  or  fox  to: 

(603)244-8120  EOE 


THE  GAZETTE,  a  100,000-circulation 
daily  in  Colorado  Springs,  CO,  has  an 
immediate  opening  for  a  copy  editor/ 
designer.  A  successful  candidate 
knows  how  to  engage  readers  through 
creative  design  and  typography;  has  a 
strong  knowledge  of  grammar,  English 
and  AP  style,  and  writes  brilliant 
headlines.  At  least  two  years  of  experi¬ 
ence  on  a  daily  newspaper  is  required. 
Send  resume  and  work  samples  to  Jo 
Ann  Barrow,  news  editor.  The  Gazette, 
P.O.  Box  1 779,  Colorado  Springs,  CO 
80901 .  Deadline  July  1 . 

No  phone  calls,  please 


THE  RENSSELAER  (IN)  REPUBLICAN 
has  an  opening  for  a  general  assign¬ 
ment  reporter.  Strong  writing  skills  a 
must,  photography  and  page  layout 
experience  helpful  but  not  required. 
Please  send  clips  and  resume  to  Harley 
Tomlinson,  managing  editor.  The 
Rensselaer  Republican,  117  N.  Van 
Rensselaer,  Rensselaer,  IN  47978. 


This  position  is  responsible  for  writing, 
editing  and  preparing  material  for 
publication  in  WR.  Candidate  should 
have  a  minimum  3  years  reporting, 
writing  and  editing  experience  -  mag¬ 
azine  or  newspaper  background  pre¬ 
ferred.  Bachelor's  in  Journalism, 
English,  or  related  field  required.  Must 
be  articulate,  comfortable  interviewing 
CEO's,  able  to  juggle  multiple  stories, 
meet  deadlines,  write  clear,  concise 
copy  with  minimum  supervision.  DTP 
experience  required.  Telecommunica¬ 
tions  knowledge  preferred.  Send 
resume  and  letter  including  salary 
requirements  plus  3  writing  samples  to 
Intertec  Publishing  Corp.,  HR  Depart¬ 
ment,  Attn:  MS- Writer,  9800  Metcalf 
Avenue,  Overland  Park,  KS  662 1 2  or: 

E-mail  margo_shaw@intertec.com 
Fax  (91 3)  967-1 846  EOE 
Visit  us  at  www.intertec.com 


THE  ARIZONA  REPUBLIC,  one  of  the 
nation's  largest  newspapers,  is  looking 
for  candidates  to  fill  two  key  positions 
in  its  newsroom: 


STATES  NEWS  SERVICE  in  Washing¬ 
ton,  D.C.  has  openings  for  five 
reporters  to  cover  the  states  in  the  Capi¬ 
tal.  Enterprise  reporting  a  must.  Apply 
to  Editor,  States  News  Service,  1331 
Pennsylvania  Avenue,  NE,  Suite  524, 
Washington,  D.C.  20(X)4.  EOE 
E-mail  editor@slates.com 


NEWS  SYSTEMS  EDITOR:  With  three 
years  under  our  belt  since  we  installed 
our  CCI  Pagination  system,  it's  time  to 
bring  it  home  ogain.  We  need  a 
systems  editor  to  lead  our  super  users 
and  trainers  in  the  conversion  from  an 
Sll  system  this  summer.  The  job  focuses 
on  the  strategy  of  using  tags,  shapes, 
products  and  CCI's  Configuration 
Manager.  Exposure  to  HTML,  UNIX, 
NT  and  project  management  is  a  big 
plus.  The  Republic  is  breaking  new 
ground  in  the  world  of  news/online 
integration  of  its  publishing  systems. 
We're  currently  installing  a 
FutureTense  Internet  publishing  system. 
Work  will  require  night  and  weekend 
hours.  To  get  a  sense  of  Arizona 
news,  look  at  the  Republic  web  site 
www.azcentral.com  Salary  and  bene¬ 
fits  are  very  competitive.  To  apply,  E- 
mail  Deputy  Managing  Editor  Dove 
SeibertatDave.Seiber1@pni.com 


THE  CAPITAL  DISTRia  BUSINESS 
REVIEW,  a  business  newsweekly  in 
Albany,  NY,  seeks  experienced, 
energetic  candidates  for  reporters  slot 
on  retail/tourism/legal  beat.  We  want 
a  daily  reporter  tired  of  the  press  con¬ 
ferences  who  wants  to  break  real 
news.  Resume  and  clips  to  Marlene 
Kennedy,  editor,  CDBR,  P.O.  Box 
15081,  Albany,  NY  12212. 

albany@an(Kity.com 


RESTAURANT  CRITIC:  When  it  comes 
to  food,  can  you  tell  it  like  it  is?  As  a 
new  breed  of  world-class  chefs  odds  its 
finest  dishes  to  the  traditional  fare  of 
Phoenix,  the  critic  should  become  the 
No.  1  source  on  where  to  dine.  We 
need  someone  with  a  trained  palate  to 
tell  our  growing  readership  what's  hot 
and  what's  not.  At  least  a  few  years  on 
the  beat  is  preferred.  To  learn  about 
some  of  the  restaurants  that  call  the 
Valley  of  the  Sun  home,  see  our  dining 
guide  at  www.azcentral.com  Salary 
and  benefits  are  very  competitive.  To 
apply,  send  your  resume  via  E-mail  to 
l^n  Rodriguez,  development  and 
recruitment  editor,  at 

Don.Rodriguez@pni.com 


THE  PULITZER-WINNING  Point  Reyes 
Light  seeks  entry-level,  general- 
assignment  reporter.  Weekly  on  coast 
40  miles  from  San  Francisco.  Fax 
resume  and  clips  to  (41 5)  663-8458. 


THE  PHILADELPHIA  DAILY  NEWS,  a 
feisty  tabloid  that  values  enterprise, 
originality  and  making  things  happen, 
is  looking  for  the  right  person  to  lead 
our  local  newsgathering  operation.  The 
ideal  candidate  is  quick  on  his  (or  her) 
feet,  and  ready  to  take  charge  and 
inspire  a  staff  of  about  50  news  pros. 
We  want  strong  editing  skills  and  a 
keen  sense  of  how  to  connect  with 
readers.  This  is  a  great  opportunity  for 
a  risk-taker  who  isn't  afraid  to  talk 
about  vision  and  would  rather  work  at 
news  than  administration.  Send  resume 
to  Deborah  Licklider,  New  Initiatives 
editor,  Philidelphio  Daily  News,  Box 
7788,  Philodelf^ia,  PA  19101. 


THE  SOUTHERN  ILUNOISAN 
Is  looking  for  a  copy  editor  with 
equally  strong  skills  in  editing  and 
design  to  work  on  a  fully  paginated 
newsdesk.  Would  produce  a  variety  of 
pages  and  fill  a  slot  for  page  one.  Must 
have  good  news  judgment  and  an 
ability  to  stay  calm  under  pressure  and 
meet  deadlines.  Candidates  should  be 
able  to  work  well  with  others,  and  be 
willing  to  learn,  share,  teach,  and 
grow.  Send  resume  and  clips  as  soon 
as  possible  to  Bette  Ligon,  human 
resources  manager.  Southern 
Illinoisan,  P.O.  Box  2108,  Carbondale, 
IL  62902.  EOE/M/F 


THE  TRIBUNE  NEWSPAPERS,  a  grow¬ 
ing  l(X),000-circulation  paper  located 
in  suburban  Phoenix,  is  looking  for  a 
star  performer  to  design  our  award 
winning  sports  pages.  Candidates  with 
proven  layout/design  skills  who  hove 
pagination  experience  will  be  con¬ 
sidered  for  this  job.  Candidates  should 
contact  Executive  Sports  Editor  Slim 
Smith  via  E-mail  at  ssmith@aztrib.com 
or  by  phone  at  (602)  898-6529. 


www.mediajnfo.com 
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_ EDrrORIAL _ 

TOTAL  SPORTS 

http://info.tofalsports.net  is  seeking 
qualified  sports  people  who  know  how 
to  score  an  MLB  game  to  expand  our 
nationwide  network  of  stringers.  Our 
folks  sit  in  the  pressbox  and  score  the 
games,  using  laptops  and  software  we 
provide,  at  a  rate  of  $70  per  game. 
Qualified  applicants  will  live  in  a 
major-league  city  and  know  how  to 
accurately  score  a  baseball  game.  As 
we  will  also  expand  our  stringer 
network,  for  Division  I  football  and 
basketball,  we  will  accept  resumes  for 
these  areas  as  well.  To  apply,  please 
indicate  the  sport  you're  qualified  in, 
and  forward  yaur  resume  to  Human 
Resources,  Total  Sports,  234  Fayet¬ 
teville  Street  Mall,  Raleigh,  NC  27601 
or  (919)  573-8080  (fax).  You  can  also 
E-mail  it  (paste  it  in-no  attachments 
please)  to  jobs@totalsports.net  EOE. 

WE'RE  EXPANDING  OUR  daily  copy 
desk  and  need  a  talented  copy  editor. 
This  is  a  word  position;  no  layout 
required.  We  need  someone  who  can 
write  great  headlines,  root  out  and 
destroy  grammar  and  style  errors  and 
help  reporters  turn  out  copy  that  is 
accurate  and  readable.  Send  or  E-mail 
resumes  to  Jay  Goley,  Horald-Tribine, 
801  S.  Tamiami  Trail,  Sarasota,  FL 
34236.  jay.goley@herald-trib.com 

WE'RE  LOOKING  for  a  copy  editing 
pro  for  a  1 5-member  Universal  Desk, 
someone  with  the  language  skills, 
headline-writing  creativity  and  metic¬ 
ulous  nature  to  raise  the  stan¬ 
dards  at  a  strong,  medium-sized  PM 
(and  Sunday)  daily.  Send  a  letter  tell¬ 
ing  us  why  that's  you  to  Joe  Dis- 
telneim,  editor.  The  Huntsville  Times, 
2317  S.  Memorial  Parkway,  Huntsville, 
AL 35801. 


WESTERN  STATES  newspaper  group 
wants  dedicated,  hands-on  editors  who 
thrive  on  the  challenges  of  community 
journalism.  Applicants  for  positions  in 
Zone  8  must  be  able  to  do  it  all:  gen¬ 
erate  assignments,  coach  young 
reporters,  edit  copy  and  paginate.  This 
is  an  opportunity  for  a  journalist  with 
desk  or  reporting  experience  to  make 
the  first  move  to  management.  Starting 
salary  in  low- 30s  with  excellent  bene¬ 
fits  package.  Send  resumes,  work  sam¬ 
ples,  references  and  salary  history  to 
Box  08853,  Editor  &  Publisher. 

WRITER/EDITOR  For  firm  that  manages 
renewable  energy  associations  and 
businesses.  Need  proven  skills  and 
ability  to  produce  brochures,  web  and 
marketing  copy,  press  releases,  con¬ 
sumer  features,  technical  articles,  and 
to  edit  reports  and  publications.  Must 
be  happy  to  work  as  part  of  a  creative 
team.  Need  2-3  years  solid  writing/ 
editing  experience.  Background  in 
energy,  environment,  utilities,  business 
or  science  a  plus.  Salary  in  30s.  Fax 
resumes  and  three  samples/clips  to 
Technology  Transition  Corporation  at 
(202)  293-9170,  or  mail  to  1800  M 
Street,  NW,  #300,  Washington,  DC 
20036. 


INFORMATION  SYSTEMS 

BUSINESS/PROJEa  ANALYST 

The  Seattle  Times  has  a  great  opportu¬ 
nity  (or  an  experienced  Senior  Project 
Analyst.  This  position  is  responsible  for 
evaluating  and  implementing  new  busi¬ 
ness  information  systems  to  support 
customer  service,  billing,  marketing, 
point-of-sale,  transportation  and  man¬ 
agement  reporting  functions  in  our 
Circulation  Department.  In  this  role, 
you  will  oversee  work  done  by  liaisons 
from  various  operating  departments, 
work  closely  with  the  IS  Technical  Lead 
to  establish  project  timelines,  and  with 
IS  staff  to  complete  projects.  You  will 
facilitate  requirements  definition  and 
work  closely  with  senior  management 
and  line  managers  from  multiple 
departments  to  evaluate  information 
system  options,  re-engineer  work  and 
revise  policies.  Your  background 
should  include:  a  closely  related  col¬ 
lege  degree;  3-f  years  of  closely 
related  systems  project  work  in  a  large 
systems  environment  including 
mainframe  and  client  server  applica¬ 
tions;  excellent  business  analysis  skills 
including  facilitating  the  requirements 
definition  process;  a  good  understand¬ 
ing  of  the  business  objectives  of  various 
deportments;  strong  analytical,  com¬ 
munication  and  organizational  skills; 
Previous  applications  experience 
should  include  accounting,  marketing, 
point-of-sale,  manufacturing  and  dis¬ 
tribution  applications.  Job  HR-008/JK 
is  a  regular  full  time  position  with  a  com¬ 
petitive  pay  range.  Mail  your  resume 
to  The  Seattle  Times,  P.O.  fex  70,  Seah 
He,  WA  981 1 1  or  Fax  to  (206)  515- 
5560.  An  Equal  Opportunity  Employer 


TECHNICAL  SUPPORT  SPECIAUST 

Growth  has  created  unique  opportuni¬ 
ties  at  the  Pulitzer  Prize  winning  SeatHe 
Post-Intelligencer.  The  Information 
Systems  department  is  expanding  and 
is  in  need  of  two  technical  support 
staff.  The  ideal  candidates  will  possess 
extensive  knowledge  working  with 
diverse  networks,  client/server  based 
systems,  newspaper  related  desktop 
systems,  database  applications,  and 
general  PC/Mac  hardware  and  soft¬ 
ware  troubleshooting. 

These  new  positions  will  supplement 
current  staff  by  assisting  in  day-to-day 
operations  os  well  as  bring  experience 
that  will  aid  the  P-l  with  installation  of 
new  systems. 

Previous  experience  with  TCP/IP  or  NT 
networks,  troubleshooting  PC's/Macs, 
Unix  based  or  NT  based  client/servers, 
and  ability  to  work  various  shifts  are 
highly  desirable. 

Experience  with  Oracle  database 
applications,  graphic  applications,  and 
newspaper  specific  applications  are 
pluses. 

Salary  DCXD.  Interested  applicants  can 
send  a  resume  and  cover  letter  with  cur¬ 
rent  salary  to: 

Jim  Beatty,  Technology  Manager 
Seattle  Post-IntelTigencer 
101  Elliott  Avenue  W 
Seattle,  WA  98 11 9-4220 


INFORAAATION  SYSTEMS  | _ AAARKETING 


Ottaway  Newspapers,  Inc.,  a  subsidiary  of 
Dow  Jones  &  Co.,  Inc.,  has  the  following  openings: 

CORPORATE  ADVERTISING  MARKETING  DIRECTOR 

This  position  is  based  at  our  corporate  offices  in  Campbell  Hall,  NY 
(scenic  Hudson  Valley  area,  one  hour  north  of  New  York  City).  The 
position  supports  our  network  of  newspapers  throughout  the  country 
in  developing  and  implementing  ad  sales  and  marketing  initiatives. 

The  individual  is  responsible  for  developing  an  ongoing  exchange  of 
ideas,  facilitating  the  spec  ad  distribution  program,  and  reviewing 
best  practices  with  ongoing  follow-ups  at  all  newspaper  sites  (12 
states,  19  dailies,  as  well  as  weeklies  and  market  shoppers). 
Establishing  new  advertising  benchmarks,  developing  additional 
Internet  revenue  streams,  and  working  with  various  advertising 
committees  is  also  a  primary  focus  of  this  position.  Qualifications 
include  a  strong  overall  knowledge  of  newspaper  marketing 
strategies,  with  proven  success  in  implementing  new  programs, 
which  will  help  our  newspapers  in  achieving  greater  efficiencies.  A 
minimum  of  5-t-  years  in  management  directing  and  supporting 
successful  advertising  programs  for  a  variety  of  newspapers  on  a 
nationwide  basis  is  required.  (Nationwide  travel  required). 

PROGRAMMER/ANALYST 

For  our  MIS  team,  in  Campbell  Hall,  NY  (one  hour  north  of  New  York 
City  in  the  scenic  Hudson  Valley).  Your  duties  will  include  to  code, 
test,  debug,  document  and  maintain  application  software  on  the  AS 
400,  in  support  of  assigned  newspapers  within  our  nationwide 
network.  You  will  also  be  involved  in  overseeing  the  installation  of 
applications  at  assigned  newspapers,  and  provide  training  for  users 
at  that  site.  Experience  in  RPG  IV,  RPG/ILE  is  required.  Knowledge 
of  the  AS  400  required,  with  experience  in  Lawson  software  a  plus. 

ON-LINE  SYSTEMS  EDITOR 

The  Pocono  Record  (Stroudsburg,  PA) 

Experienced  On-Line  editor  to  develop  and  maintain  the  newspaper 
websites,  including  macros/software  for  daily  editorial  and 
advertising  content  updates.  The  successful  candidate  will  lead  and 
coordinate  the  activities  of  the  on-line  staff,  with  emphasis  on 
generating  new  revenues.  In  addition,  this  person  will  provide 
production  systems  technical  support.  We  require  hands-on 
experience  in  web  design  and  programming  experience,  to  include 
HTML,  C,  JavaScript,  CGI/Perl,  Visual  Basic  for  Applications,  and 
experience  working  with  QuarkXPress  3.32,  Photoshop  4.0,  and 
other  software  applications  in  a  Unix  environment. 

Ottaway  Newspapers,  Inc.  offers  a  competitive  salary  and 
comprehensive  benefits  package,  to  include  company-matched 
401  (k),  pension  plans  and  relocation  assistance.  Qualified 
candidates,  please  send  resume  to: 

Ottaway  Newspapers,  Inc. 

97  Route  416,  P.O.  Box  401 
Campbell  Hall,  NY  10916 

Fax:  (914)  294-1659  E-mail:  sglassey@ottaway.com 


NEW  EMPLOYMENT  AID)  CAITECSOIEY 

FROM  EDITOR  &  PUBLISHER: 


For  entry  level  &  early  experience  (1-2  years)  jobs 
PRINT  &  ONLINE  POSTING 

Help  Wanted  $4.00  per  line  Postions  Wanted  $2.00  per  line 
-Call  Hazel  today  about  the  best  industry  value  for  entry-level 
recruitment  advertising!!- 
(and  ask  about  our  new  Career  Guide) 


hazelp(@mediainfo.com  Phone  (212)  675-4380  ext.  171 


www.mediainfo.com 
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HELP  WANTED 


INFORMATION  SYSTEMS 

MID-WEST  newspaper  group  is  seek¬ 
ing  a  Group  Systems  Manager. 
Responsibilities  will  include  direct 
supervision  of  on  IT  staff,  coordination 
of  business  system  operations  at  multi¬ 
ple  locations  including  installations, 
training  and  ongoing  user  support  in 
unison  with  various  system  vendors. 

Our  group  is  committed  to  adding 
value  to  our  business  through  con¬ 
tinuous  team-oriented  work  environ¬ 
ment.  We're  an  above-average 
employer  looking  for  above-average 
people.  Salary  commensurate  with 
experience,  profit  sharing,  401  (k), 
medical,  dental,  life,  LTD,  and  vaca¬ 
tion. 

Please  forward  resume  and  cover  let¬ 
ter,  including  salary  history  to  Box 
08848,  Editor  &  Publisher. 


MISDIREaOR  I 

A  strong  newspaper  Company  in  Zone 
2  is  looking  for  a  MIS  professional, 
with  a  minimum  of  5  years  newspaper 
technical  and  managing  experience. 
This  is  a  multi-site  networked  pub¬ 
lishing  systems  for  Advertising,  Circula¬ 
tion,  Editorial,  Finance  and  Production. 
Candidates  must  be  experienced  in  MS 
Word  and  QuarkXPress  and  have 
extensive  knowledge  of  Novel  and  NT 
networking.  Experience  with  GEAC 
(Collier  Jackson),  VAX  and  other  soft¬ 
ware  packages  very  beneficial.  The 
ideal  candidate  will  possess  excellent 
verbal  and  written  communication 
skills.  We  offer  a  competitive  wage 
and  comprehensive  benefit  package 
including  health,  dental  benefits, 
401  (k)  and  paid  vacations.  Please 
forward  resume  and  letter  of  interest  to 
Box  08851 ,  Editor  &  Publisher. 


INFORMATION  SYSTEMS 

THE  JOURNAL-STANDARD,  a  1 7,000 
circulation  daily  in  NW  Illinois  is  look¬ 
ing  for  an  IS  professional  to  lead  our 
Pre-Press  department.  Duties  include 
daily  pagination  of  Advertising  and 
News,  Backups,  software  and 
hardware  maintenance,  web  site  main¬ 
tenance,  troubleshooting,  training  on 
systems,  quality  control  and  meeting 
printing  deadlines.  Candidates  should 
be  knowledgeable  in  working  with 
UNIX,  Macintosh,  and  Windows  95/ 
98.  Prior  pre-press  experience  a  must. 
We  offer  a  competitive  salary  plus  an 
excellent  benefit  package.  Please  send 
resume,  with  salary  requirements  to: 

The  Journal-Standard 
Attn:  Julie  N.  Taulman 
P.O.  Box  330 
Freeport,  IL61032 

MMROOM 


AAAILROOM  MANAGER 

The  Stuart  News,  a  Scripps  Howard 
newspaper  on  the  East  Coast  of  Flor¬ 
ida,  is  seeking  an  individual  to  oversee 
our  packaging  center.  The  ideal  candi¬ 
date  will  have  5  years  of  newspaper 
mailroom  management  experience, 
good  people  and  communication  skills. 
Must  be  able  to  organize  and  manage 
an  operation  with  sophisticated  zoning 
and  multiple  accompanying  niche  pro¬ 
ducts.  Knowledge  of  GMA  inserting 
equipment  a  plus.  Send  resume  to  The 
Stuart  News,  Human  Resources,  P.O. 
Box  9009,  Stuart,  FL  34995. 

Fox:  (561)220-8919 
E-mail:  green@stuartnews.com 
EOE  DFWP 


MARKETING 


AAARKETING  MANAGER 
Plans,  coardinates  and  analyzes 
market  research;  develops  marketing 
presentation  and  materials  for  advertis¬ 
ing,  circulation  and  editorial.  Develops 
and  assists  in  implementing  marketing 
projects,  promotions  and  planning. 

The  Herald -Times 
Persannel  Department 
P.O,  Box  909 
Bloomington,  IN  47402 


_ PREPRESS _ 

PREPRESS  MANAGER:  Daily  Record, 
5,600  circulation,  six  day  a  week 
newspaper,  seeks  team  player  to  main¬ 
tain  Mac  software/hardware,  oversee 
web  site  and  pagination  process.  Send 
resume  to  Bill  Kunerth,  Daily  Record, 
401  N.  Main  Street,  Ellensburg,  WA 
98926.  Or  E-mail  to: 

bkunerth@kvnews.com 


PRESSROOM 


PRESS  MANAGER,  The  News-Topic 
An  opportunity  for  you,  if  you  have  the 
right  press  management  experience 
and  enjoy  the  beauty  and  lifestyle 
found  in  the  foothills  of  the  Blue  Ridge 
A4ountains  of  North  Carolina. 

Seeking  a  hands  on  press  manager. 
Operation  and  maintenance  skills 
essential.  Duties  include  producing/ 
selling  top  quality  commercial  printing 
while  publishing  our  6-day  AM  paper. 

This  is  a  clean  press  room  environment 
with  a  1997  9-unit  Goss  Community 
SSC  (30,000IPH)  press.  Manage  a 
trained  staff  of  5.  Salary  plus  bonus  for 
increased  commercial  print  revenues 
and  expense  controls.  If  interested, 
please  contact  Dick  Mitchell,  publisher. 
The  News-Topic,  P.O.  Box  1110, 
Lenoir,  NC  28645  or  dmitchel@vvi.net 


PRESS  OPERATOR 

Skilled,  experienced,  quality  minded 
Press  Operator  needed  for  Single 
wide,  10  unit  Goss  Urbanite.  Deadline, 
process  color  experience  necessary. 
We  are  a  growing  daily,  AM  newspa¬ 
per.  We  offer  a  competitive  salary  and 
an  excellent  benefits  package.  FAX  or 
mail  summary  of  qualifications  to: 

Boca  Raton  News 
33  S.E.  Third  Street 
Boca  Raton,  FL  33432 
FAX  (561)  338-4987 
Attn:  Jeanne  Tegler 


PRESSMAN  -  Urbanite  SSC  thoroughly 
experienced  with  4  Color.  Top  Pay  for 
Top  Man.  Union  Benefits  Include 
Health,  Welfare,  Pension,  4  weeks 
vacation  after  three  years,  1 2  paid  hol¬ 
idays.  Call  Michael  Reicher: 

(516)  484-3300  ext  204  or 
Fax  resume  (51 6)  484-6749 


PRESSROOM  STAFF  AND  MANAGER 

Prescott  Newspapers,  Inc.  has  open¬ 
ings  for  experienced  commercial  open 
web  press  operators  and  assistant  pro¬ 
duction  manager.  Able  to  work  nights, 
weekends  and  holidays.  Excdlent 
benefits  and  new  1 6  unit  Goss  press. 
Mail  resume  or  Fax  to  (520)  777- 
8625,  PNI,  P.O.  Box  312,  Prescott,  AZ 
86302.  PNI  isE.O.E. 


PRINTING  MANAGER  wanted  for 
respected  six-day,  10,000  circulation 
East  Coast  daily.  Supervise  single-wide 
web  and  sheetfed  commercial  printing 
operations,  prepress,  systems,  print 
estimating  and  building  maintenance. 
Perfect  for  experienced  number  two  to 
run  your  own  shop.  Excellent  salary, 
benefits.  Send  resume,  salary  history  to 
Box  08832,  Editor  &  Publisher. 


_ PRESSROOM _ 

PRESSROOM  MANAGEMENT 

The  Fresno  Bee,  Central  California's 
leading  newspaper,  is  looking  for 
experienced  press  operators  with  pro¬ 
ven  management  and  leadership 
ability  to  oversee  the  pressroom  opera¬ 
tion  including  planning  and  directing 
pressroom  activities,  including  daily 
pressruns,  expense  budgets,  quality 
improvement,  employee  performance 
reviews  and  recognition,  and  other 
pressroom  issues.  Must  have  minimum 
five  years  experience  leading  press 
operations.  Offset,  flexo,  double-wide 
press  background  preferred.  Successful 
candidate  will  have  strong  communica¬ 
tion  skills  to  provide  clear  and  consis¬ 
tent  direction  for  a  staff  of  35.  Knowl¬ 
edge  of  PC  programs  (Office  97, 
Word  &  Excel),  and  college  degree  or 
equivalent  training  in  related  field.  Com¬ 
petitive  salary  and  excellent  benefit 
package,  including  medical,  dental, 
vision,  life,  retirement  and  401  (k)  with 
company  match.  The  Fresno  Bee  is  com¬ 
mitted  to  a  workplace  free  from  drug 
and  alcohol  use.  Therefore,  all  offers  of 
employment  are  contingent  upon  suc¬ 
cessful  completion  of  a  drug  test.  If  you 
meet  the  above  qualifications  and 
thrive  on  meeting  team  goals  under 
deadline  pressure.  E-mail  to 
resume@fresnobee.com  or  mail  resume 
and  cover  letter  to  The  Fresno  Bee, 
Human  Resources  Department,  1626 
'E'  Street,  Fresno,  CA  93786.  An 
Equal  Opportunity  Employer. 

PRODUaiON/TECH 

MANUFACTURING  SUPPORT 
MANAGER 

The  Arizona  Republic  is  looking  for  a 
Manufacturing  Support  Manager  to 
lead,  direct  and  supervise  the  mechan¬ 
ical,  electrical,  technical  and  engineer¬ 
ing  functions  at  its  two  production 
facilities.  This  senior  management  posi¬ 
tion  will  develop,  recommend,  and 
implement  ideas  and  projects  that 
improve  production  flow,  quality,  pro¬ 
ductivity,  efficiency,  cost  savings  and 
employee  development  in  a  deadline- 
!  oriented,  seven-day  a  week  newspaper 
I  printing  and  production  environment. 

Minimum  requirements  include  a  Col¬ 
lege  Degree  or  equivalent  experience; 
strong  mechanical  aptitude  and 
electrical/technical  knowledge;  excel¬ 
lent  communication,  organization,  and 
analytical  skills,  proven  leadership 
and  problem  solving  abilities;  four-to- 
six  years  management  experience  and 
a  strong  customer  service  orientation. 
Prior  experience  within  the  newspaper 
industry  is  preferred,  but  not  required. 
Prior  experience  in  a  union  environ¬ 
ment  is  a  plus. 

Interested  candidates  should  send  or 
fax  resume  and  salary  requirements  to: 

Susan  Swim 
The  Arizona  Republic 
200  E.  Van  Buren 
Phoenix,  AZ  85004 
Fax  (602)  256-7334 

The  Arizona  Republic  is  an  Equal 
Opportunity  Employer 


PUBUSHING  SYSTEM  I  PUBUSHING  SYSTEM 


Excellence  isn't  our  Goal. 
It's  our  Standard. 

If  it's  yours  too,  we'd  like  to  hear  from  you.  We're 
ready  to  introduce  the  future  of  open  systems 
publishing.  Join  us  ond  earn  the  rewards  from 
your  success  with  newspapers  or  networked  PC's. 
Send  resume  to: 

Q^ext 

1428  E.  Ellsworth  Rd.  Ann  Arbor  Ml  48108 
Ph.  734-677-4700  •  Fox  734-677-4747 

SEE  US  AT  NEXPO  BOOTH  *1779 
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HELP  WANTED 


PRODUCnON/TECH 

TECHNICAL  SUPPORT  MANAGER 

The  Arizona  Republic's  Production 
Deportment  is  looking  for  a  Technical 
Support  Manager  to  lead,  direct  and 
supervise  the  technical  staffs  of  our  two 
production  facilities.  This  person  will 
develop,  recommend,  and  implement 
ideas  and  projects  that  improve  pro¬ 
duction  flow,  quality,  productivity,  effi¬ 
ciency,  cost  savings  and  employee 
development  in  a  deadline-oriented 
newspaper  printing  and  production 
environment. 

Minimum  requirements:  a  College 
Degree  or  equivalent  experience; 
strong  electrical  systems  knowledge; 
maintaining  the  technical  aspects  of 
production  related  equipment  including 
presses,  platemaking,  mailroom  and 
PC  equipment;  has  the  ability  to 
evaluate  and  implement  changes  to  the 
hardware  and  software  applications 
related  to  these  systems;  good  commu¬ 
nication,  organization  and  analytical 
skills,  proven  leadership  and  problem 
solving  abilities;  as  well  as  a  strong 
customer  service  orientation. 

Interested  candidates  should  send  or 
fax  resume  and  salary  requirements  to: 

S.  Swim 

The  Arizona  Republic 
200  E.  Van  Buren 
Phoenix,  AZ  85004 
Fax  (602)  256-7334 

The  Arizona  Republic  is  on 
Equal  Opportunity  Employer 


PRODUCnON/TECH 

PRESSROOM  SUPERVISOR 
Responsibilities  include  supervising 
press  crew;  maintaining  print  quality 
on  and  off  timer;  performing  basic 
maintenance;  maintaining  all  newsprint 
waste;  training  of  press  crew  members; 
and  special  projects.  Required:  at  least 
five  years  offset  printing  experience; 
knowledge  of  press  and  related 
equipment;  and  a  background  in  man¬ 
agement.  Please  send  resume  to: 

Asheville  Citizen-Times 
P.O.Box  2090 
Asheville,  NC  28802 
Attn:  Jim  Burns,  Production  Director 
Fax;  (828)  281-4372 


THE  COMMERCIAL-NEWS,  a  20,000, 
7-day  community  newspaper  in  east- 
central  Illinois,  is  seeking  a  production 
director  to  oversee  operations  in  its  com¬ 
posing,  press,  commercial  printing  and 
mailroom  departments.  In  addition  to 
comprehensive  prepress  and  printing 
knawledge,  the  successful  applicant 
must  possess  excellent  communication 
and  leadership  skills,  effective  ana¬ 
lytical  and  camputer  skills,  a  strang 
customer  service  focus  and  the  ability 
to  train  and  develap  others.  The  Com- 
1  mercial-News  is  service  focus  and  the 
ability  to  train  and  develop  others.  The 
Commercial-News  is  owned  by  com¬ 
munity  newspaper  holdings,  inc.,  a 
progressive  and  growing  company, 
which  can  provide  additional  career 
growth  to  the  successful  applicant. 
Please  send  a  cover  letter,  resume  and 
references  to  John  Bauer,  publisher,  Com¬ 
munity-News,  17  W.  North  Street, 
Danville,  IL61832. 
i  Fax  (21 7)  446-9825 

I  E-mail  jbauer^dancomnews.com 


It’s  A  Classified  Secret! 

We'll  never  reveal  the  identity  of  an  E&P  box  holder. 

If  you  don't  want  your  reply  to  go  to  certain  newspapers  (or  companies),  seal 
your  reply  in  an  envelope  addressed  to  the  E&P  Classified  Advertising 
Department  with  an  attached  note  listing  the  newspapers  or  companies  you  do 
not  want  the  reply  to  reach.  If  the  Box  Number  you're  answering  is  on  your  list, 
We'll  discard  your  reply. 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  number  to  indicate  location  without  specific  identification 


POSITIONS 

WANTED 


j _ ADVERTISING _ 

j  AD  DIRECTOR  SEEKING  position  in 
I  Zones  1  or  2,  that  will  lead  to  GM  slot. 

!  Reply  to  Box  08833,  Editor  &  Pub- 
j  lisher. 


j  AD  DIRECTOR/Sales  Manager  with 
!  Publisher  experience.  Strong  manage¬ 
ment  skills.  Sales  just  making  the 
[  grade?  Need  FIRE  back  in  their 
I  BELLIES?  I  understand  bottom  line  and 
I  profit.  Strong  in  Inserts/Single  Sheet 
I  P&D's.  Long  term/Short  term.  Live  in 
;  Zone  2.  Let's  Talk  in  confidence. 

I  (516)653-3361 

I  E-mail;  wja.mla.com@worldnet.att.net 

I  CIRCULATION 

PROVEN  SALES  PRODUCER,  Advertis- 
I  ing  and  Circulation  Sales  background, 
!  seeks  smaller  newspaper  or  trade  pub- 
I  lication  to  help  grow.  (Zones  7,8,9) 

,  E-mail  matman@mtaonline.net 


I _ EDITORIAL _ 

I  EXPERIENCED  HARD-CHARGING 
I  General  Assignment  reporter  seeks 
i  position  with  daily  or  weekly.  Excellent 
I  photographic  skills.  Will  relocate. 

Dave  (603)  356-8964 


_ EDITORIAL _ 

EXPERIENCED  WRITER/EDITOR  seeks 
freelance  or  F/T  work.  Excellent  skills 
in  newspaper,  magazine,  trade,  ad,  PR 
venues.  Flexible,  creative,  speedy. 
(212)  213-1619.  DFyoga@aol.com 

EXPERIENCED,  award-winning  writer/ 
editor  seeks  new  career  challenge  with 
specialty  or  trade  publication.  Willing 
to  relocate.  (305)891-2595. 

MEDICAL  WRITER  seeks  freelance,  and 
staff  writing  position  for  Online  ser¬ 
vices  Magazines,  and  Newspapers. 
Recently  published  with  www.lef.org  I 
have  Master's  in  Medical  Sciences 
after  completing  basic  sciences  of 
Medical  School.  Located  in  Research 
Triangle  area  of  NC.  I  will  be  able  to 
tackle  all  medical  research  assign¬ 
ments,  Product  advertisements,  and 
medical  interest  stories.  I  hold  ability  to 
report  on  all  medically  related  diseases 
and  topics.  Please  contoct  via  E-mail: 
Ntelbrewnt@aol.com  for  writing  sam¬ 
ples  and  further  information. 


TALENTED  WASHINGTON 

JOURNALIST  with  five  years'  overall 
experience  looking  for  reporting  job 
with  a  daily  publication  in  D.C.  area. 
Interested  in  business  beat.  Call: 

Tarun  Reddy  at  (202)  383-2242 


CLASSIFIED  ADVERTISING 
INFORMATIDN 


PAYMENT 


Make  check  payable  to  Editor&  Publisher 
or  charge  to  your  American  Express, 
MasterCard  or  Visa.  Please  supply  name 
on  card,  account  number,  expiration  date 
and  card  holder’s  signature. 

Please  note:  International  ads.  new  accounts  and  positions  wanted  ads  must  pre-pay. 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for  contract  rates,  display  ad  copy  specifications  ana 
procedures 

MAIL:  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)929-1259 
E-Mail:  hazelp@mediainfo.com 
michelea@mediainfo.com 
eileenl@mediainfo.com 


VOICE:  (212)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Michele  Appello  /  Extension  173 
Lisa  Dixon  /  Extension  174 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 


www.mediajnfo.com 
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ExSfP  SHOP  TALK  AT  THIRTY 


by  Regina  Brett 


Putting  the  column  first 

Columnist  reviews  recent  news  surrounding  her  colleagues 


The  first  year  you  write  a  column, 
you’re  in  pain  365  days  from 
pinching  yourself  every  morning 
to  make  sure  you  aren’t  dreaming.  Yes, 
you  have  the  world’s  greatest  job:  You 
are  a  columnist. 

At  first,  you  get  out  of  the  newsroom 
with  the  same  hustle  and  passion  you  had 
as  a  reporter.  You  chase  down  every  tip, 
drive  every  story  into  a 
corner,  and  back  up 
each  one  with  sources 
who  have  names  you 
can  recall  a  year  later 
and  faces  you’ll  never 
forget. 

As  time  goes  on,  you 
become  a  celebrity. 

Whether  you  write  in 
Boston  or  Bloom¬ 
ington,  Minn.,  the 
Kiwanis  call,  the  local 
radio  station  asks  you 
to  co-host  a  morning 
show,  and  the  local  col¬ 
lege  wants  you  to  teach. 

Seduced  by  your  own  importance,  you 
secretly  believe  you  are  now  more 
important  than  your  sources,  your  co¬ 
workers,  and  your  readers.  It’s  no  longer 
enough  to  serve  10,000  or  150,000  or 
350,000  readers.  You  need  to  be  syndi¬ 
cated  to  the  masses.  Move  over,  Dave 
Barry  and  Ann  Landers. 

Next  come  books.  It’s  not  enough  to 
have  columns  tucked  in  strangers’  Bibles 
and  under  their  refrigerator  magnets. 
Only  a  book  will  make  you  immortal. 
Instead  of  wrapping  up  the  day’s  fish  in 
your  glorious  prose,  your  words  will  be 
forever  preserved. 

It  doesn’t  matter  that  most  books  sell 
only  5,000  copies  and  that  you  already 
have  more  readers  than  that.  Being  a 
columnist  isn’t  enough.  You  want  to  be 
able  to  say  you’ve  published  a  book. 

Greamess  is  just  around  the  comer,  but 
no  longer  around  the  comer  is  the  column 
waiting  for  you  at  Children’s  Hospital, 
Common  Pleas  Court,  or  the  Metro|X)litan 
Housing  Project.  You’re  too  busy  to  leave 
the  office,  so  you  take  the  easy  way  out.  You 


quote  your  friends.  You  excerpt  George 
Carlin  jokes.  You  make  up  characters. 

You  start  cutting  comers  on  the  column 
because  you’ve  got  more  important  things 
to  do  than  visit  the  woman  whose  boy  was 
shot  over  a  pager.  You  go  for  Monica  Lite, 
tossing  out  opinions  on  wire  stories  without 
ever  leaving  your  desk.  That  gives  you  time 
to  be  an  adjunct  professor,  a  talk-show 
host,  a  TV  commenta¬ 
tor,  an  author,  a  poet. 

Pretty  soon,  you’re 
so  busy  being  a  celebri¬ 
ty,  you  have  no  time  to 
be  a  columni.st.  At  least 
not  the  kind  you  set  out 
to  be,  the  kind  that’s 
driven  by  a  great  story, 
not  a  great  ego. 

If  you’re  lucky 
enough,  you  come  to 
your  senses  before 
you’re  knocked  to 
them  when  the  paper 
gets  a  new  editor  who 
doesn’t  like  your  col¬ 
umn  or  your  .spouse  leaves  because  you’re 
never  home  or  someone  exposes  your 
shortcuts  or  you  wake  up  from  surgery 
and  the  doctor  says,  “It’s  cancer.’’ 

That  last  one  tossed  my  game  plan  out 
the  window.  Two  surgeries,  three  months 
of  chemotherapy,  and  six  weeks  of  radia¬ 
tion  for  breast  cancer  left  no  energy  to  do 
anything  but  get  well,  love  the  people 
closest,  and  write  three  columns  a  week. 
Gradually  you  discover  you  don’t  have  the 
energy  to  teach  two  nights  a  week,  speak 
at  church  luncheons,  and  make  celebrity 
guest  appearances. 

Cancer  reorders  your  life.  Your  first 
priority  is  living  Then  you  examine  what 
you  do  for  a  living.  Sometimes  you  dis¬ 
cover  that  you  already  have  what  your 
heart  desires:  a  column.  But  like  Dorothy, 
you  had  to  wander  all  over  Oz  looking  for 
something  better  until  one  day,  on  the 
way  home,  you  realize  you  had  what  it 
takes  all  along. 

Cancer  led  to  the  demise  of  three 
columnists  last  year.  Patricia  Smith,  a 
columnist  for  The  Boston  Globe,  lost  her 


job  after  getting  caught  making  up  a  can¬ 
cer  patient  because  she  was  either  too 
busy  or  too  lazy  to  find  a  real  one.  Cancer 
also  did  in  her  colleague,  Mike  Bamicle, 
when  he  couldn’t  or  wouldn’t  explain  how 
he  got  direct  quotes  from  the  family  of  a 
dying  boy  he’d  never  met. 

The  name  that  got  lost  in  the  ethics 
uproar  was  Mike  McAlary,  a  columnist 
for  the  New  York  Daily  News.  In  the  fall 
of  1997,  McAlary  was  able  to  sneak  into  a 
hospital  to  interview  Abner  Louima,  a 
Haitian  immigrant  whose  insides  were 
tom  apart  by  a  raging  New  York  City  cop. 

All  McAlary  had  was  an  anonymous 
tip,  one  he  might  have  easily  ignored 
because  he  was  too  busy  writing  books. 
His  wife  urged  him  to  go.  He  could  have 
been  easily  forgiven  if  he  had  declined  to 
follow  through.  The  day  he  got  the  tip,  he 
was  getting  another  dose  of  chemotherapy 
to  treat  his  colon  cancer,  the  cancer  that 
took  his  life  last  December. 

But  McAlary  went.  He  sat  at  the  broken 
man’s  bedside.  He  called  the  man’s  story, 
“a  tale  straight  from  the  police  dungeon 
...  that  seems  so  impossible,  so  crudely 
medieval.”  The  story  McAlary  told  in 
seven  front-page  columns  was  true. 

The  New  York  City  Police  Department 
unraveled.  Little  by  little,  officer  after 
officer  broke  the  code  of  silence  and  testi¬ 
fied  against  one  of  their  own  in  court. 

McAlary  did  what  every  good  journal¬ 
ist  is  supposed  to  do:  Put  the  message 
ahead  of  the  messenger. 

After  he  won  the  Pulitzer  Prize  for 
commentary,  he  talked  about  his  decision 
to  go  after  the  story:  “It  is  what  I  do,”  he 
said.  It  is  what  we  all  .should  do:  Put  the 
column  first. 


Brett  is  a  metro  columnist  for  the 
Akron  (Ohio)  Beacon  Journal.  She  is 
also  president  of  the  National  Society 
of  Newspaper  Columnists. 

The  National  Society  of  Newspaper 
Columnists  will  hold  its  annual  conference 
June  18-20  in  Louisville,  Ky.  For  information, 
go  to  www.coiumnists.com 


McAlary  did 
what  every  good 
journalist 
is  supposed  to  do: 
Put  the  message 
ahead  of  the 
messenger. 
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renegade  \re-ni-gad\  rr.  one  who  has  deserted  a  cause, 
principle  or  allegiance  for  a  hostile  one. 


Thorough  Journalists  Do  Not  Rely  on  Misleading  Characterizations 

What  is  inept  about  explaining  Beijing’s  actions  toward  Taiwan  by  saying,  “Beijing  considers 
Taiwan  a  renegade  province”? 

It  perpetuates  a  historical  fallacy  that  hinders  understanding  of  a  complex  current  issue  instead 
of  clearly  and  accurately  reporting  the  facts  behind  today’s  news: 

•  Fact:  The  Republic  of  China  was  founded  in  1912  after  the  collapse  of  the  Ch’ing 
dynasty,  which  ceded  Taiwan  to  Japan  in  1895.  Japan  then  surrendered  Taiwan  to 
the  ROC  in  1945. 

•  Fact:  The  ROC  government  has  exercised  sole  jurisdiction  over  Taiwan  since  1945. 

Four  years  later,  it  lost  control  of  the  mainland,  and  the  People’s  Republic  of  China 
was  proclaimed. 

•  Fact:  The  ROC  government  relocated  to  the  remaining  territory  under  its 
jurisdiction — the  Taiwan  Area  in  1949.  Beijing  has  threatened  to  take  Taiwan  by 
force  but  has  never  succeeded. 

So  who  should  be  calling  whom  the  “renegade”?  The  authorities  in  Beijing — not  Taipei — divided 
China  in  1949,  and  nothing  has  changed  since. 

Uncritically  quoting  the  use  of  an  incongruous  label  such  as  “renegade  province”  to  describe 
Taiwan  glosses  over  failure  to  articulate  the  crucial  complexities  of  the  issue. 

Clarify  the  story  by  saying,  “Beijing  wants  to  bring  Taiwan  under  its  rule.”  It  is  clear,  succinct 
and  accurate.  Isn’t  that  the  essence  of  balanced  and  objective  coverage? 


For  further  information,  contact: 

Taipei  Economic  and  Cultural  Office  in  New  York 
Tel:  (212)  373-1800  http://www.taipei.org 


Are  you  In  control 
of  your  TV  book? 


Save  time  and  grow  revenue  with  the  all-new  PMC. 

Now  a  subsidiary  of 
New  Media  Ventures  Inc., 

PMC  has  become  more  than 
just  a  TV  book  company. 

Our  full  staff  of  experienced 
newspaper  people  can  help 
you  in  ways  you  never 
thought  possible.  We  can 
assist  with  Web  site 
advertising,  audiotext 
sales,  sales  training  and 
management,  locating 
revenues,  and  much  more  - 
not  to  mention  producing 
your  TV  book.  In  fact, 

PMC  has  helped  many  of  our 
customers  successfully  cover 
the  cost  of  their  TV  books 
and  our  services. 

»  Now  A  SUBSIDIARY  OF  NeW  MeDIA  VENTURES 


I 


1  PMC  OFFERS  THREE  DISTINCT 
\  LEVELS  OF  TV  BOOK  SERVICE: 

y  O  Full-service  SALES 
^  AND  print:  PMC  provides 
,  everything.  The  book  comes 
to  you  printed  and  ready  for 
insertion  -  and  we  help  you 
I  fill  it  with  ads. 

►  O  Sales  and  Production: 
PMC  helps  generate  and 
place  all  advertising,  designs 

I  the  book,  and  provides 
;  you  with  completed  pages 
each  week  so  you  can 
print  it  yourself 

►  O  Sales  only:  For  those 
who  design  and  publish  their 

;  own  books,  PMC  assists  you 


i  in  developing  a  strategy  to 
overcome  problems  reaching 
your  sales  goals.  Smaller 
;  newspapers  can  also  join  our 
i  Smart  TV  program  which 
offers  this  ironclad 
guarantee:  “Your  advertLsing 
sales  will  cover  the  cost  of 
all  PMC  consulting  and 
sales  tees.” 

PMC  can  help  bring  in 
,  national  revenues,  as  well, 

I  with  ads  from  cable 
channels,  syndicators, 
networks,  and  other  sources. 
We  can  even  ensure  that  your 
sales  strategies  are  in  line 
:  with  the  demographics  of 
i  your  market  through  state- 


of-the-art  analysis.  PMC  also 
offers  outstanding  reader- 
friendly  design,  on-time 
delivery,  and  highly 
competitive  printing  prices. 

PMC  works  with  more 
than  135  newspapers 
representing  16-million 
households  across  the 
country.  Start  saving  by 
putting  our  experience  to 
work  for  you.  Call  (713) 
780-7055  today. 
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